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TELEPHONE SALES CAN PRODUCE BETTER DIRECTORY RESULTS 


Here is a typical Berry telephone salesgirl . . . pleasant, courteous, and always prepared 
to give the businessman a tailored advertising program to meet his needs and requirements. 
Each Berry salesgirl is specially trained in the skill and techniques of telephone sales 
and effective directory selling. She contributes greatly to the outstanding sales results of 


canvasses, as well as building up favorable public impression of the telephone company. 


2 Telephone selling is just one more area of specialization that enables L. M. Berry 
and Company to prove that a better directory job CAN Be Done year after year. Let 
‘ Berry do it for you! 
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IRST MOBILE TELEPHONE 
HESE REQUIREME 


. System compatibility with any exchange equip- 
ment 

. Dialing equipment using telephone techniques 

. no “re-education” necessary 

. Entire system supplied by telephone people for 
use by telephone people 

. Expandable to 100 subscribers . . 
of equipment being outgrown 

. Accepts any kind of ringing . . . decimonic, har- 
monic, synchromonic, or coded 

. Mobile identification . . . for toil ticketing and 
message unit billing 

. Terminal accepts “foreign” no-dial calls 

. Doesn’t tie-up revertive equipment . . . mobile- 
to-mobile calls require no special handling 

. Repetitive ringing . . . mobile ringing same as 
regular telephone 

. Group calling possible .. . 
emergency vehicle use 


. less chance 


ideal for “roving” 


SYSTEM DESIGNED TO 


MEET ALL 


INDEPENDENT TELEPHONY... 


an 
a2. 
13. 


. Exclusive! Crystal filter circuitry . . 


. Exclusive! Choice of colors . . 
. Busy lamp in mobile . 
. Standard radio-store parts... 


. Transistorized power supply . . 


Exclusive! Only mobile called can answer 
Exclusive! Only mobile called can disconnect 
Exclusive! Mobile units can be used with any 
standard de-coder device 

. eliminates 
components, provides stability 


. Exclusive! Privacy feature—locks other units 


out when channel is in use 


. Exclusive! Converts from radio-telephone to 2- 


way radio ...and vice versa 

. control unit can 
be matched to car interior 

; . Visual indication of 
circuit in use 

no special com- 
means easier maintenance 

. trouble-free, 


ponents... 


rugged design 


. Meets all FCC specifications and telephone in- 


dustry standards 


BASE STATION 


MOBILE UNIT 
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ROM TET AKLUL 


Shuto LM 


a mobile telephone system and program 
... from telephone people . . . for telephone people 


. 








PLUS, EVERYTHING INDEPENDENTS NEED flamff : iam 









a 
TO GET STARTED IN THE MOBILE SERVICE / f \ \ , 
FIELD... [ j J o— KE] | s\ iz 
A unique 3-way ‘Mobile Communications J) 
Profit-plan’ lets you: q : \ | f/f A Division of 
1) Offer AutoCom service to individual sub- SQV oe International Telephone & Telegraph Corporation 
scribers. “= 6650 South Cicero Avenue, Chicago 38, Illinois 
2) Enlist local new-car dealers to sell for you. Regional Offices and Warehouses: 
3) Sell or lease entire Mobile CALIFORNIA: 23 Broderick Road, Burlingame, California, OXford 7-5780. 
Communication systems to com- GEORGIA: 1594 Southland Circle, N.W., Atlanta 18, Ga., SYcamore 4-2441. 
panies . . . and to do the job: INDIANA: 802 Knitters Ave., Fort Wayne, Indiana, Eastbrook 4562. 
A Complete SELL-A- IOWA: 1111 East River Drive, Davenport, lowa, 324-0441. 
PHONE Promotion KANSAS: 7th and Sunshine Road, Kansas City 15, Kansas, MAyfair 1-4418. 
Kit for Mobile NEW YORK: 309 Wavel Street, East Syracuse, N.Y. HEmpstead 7-2511. 
Communications! NEW YORK CITY: 22 Thames Street, New York 6, BOwling Green 9-3800 






TEXAS: 1359 Motor St., Dallas 7, Texas, Riverside 7-5191. 
ITT Kellogg products available in Canada 

through Standard Telephones & Cables Mfg. Co. Ltd. 

9600 St. Lawrence Boulevard, Montreal 12, P.Q., Canada 






For complete 
information contact 
your ITT Kellogg 
representative or 
Regional Office today. 
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| STROMBERG-CARLSON® 


The design of the exclusive Stromberg-Carlson® 
F-50 PBX “‘Touch-Lite” Turret was dictated by 
telephone PBX operators. This turret makes 
their jobs easier, simpler, faster. Calls are com- 
pleted, transferred or supervised by a single 
touch of a key .. . keys illuminate! 

Two-tone turret in beige, green or grey comes 
to you fully equipped; capacity of 50 lines and 10 
trunks... completely wired with cable attached. 

Compact, office-type equipment cabinet (not 
shown) is sound-proofed, contains all switching 
equipment and power supply. 

The system is designed to permit a maximum 
of individual station control to speed service and 
relieve the attendant. Features sueh-as: 

e Consultation and Call Transfer e Camp on Busy 

e Night Transfer e Controlled Executive Right-of- 

Way e Station Answer of Trunk Calls e Restricted 

Service e and many more. 

For details, prices and delivery information, 
call your Stromberg-Carlson representative: In 
Atlanta, call 875-7467; Chicago: STate 2-4235; 
San Francisco: OXford 7-3630; Kansas City: 
HArrison 1-6618; Rochester: HUbbard 2-2200. 
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Now you can provide private line service OR two-party service with 
selective ringing—with only ONE subscriber carrier channel. 
Using PLC-DR (Private Line Carrier-Divided Ringing) on any existing 
physical circuit (Private or Party Line), you can serve one or two 
new subscribers via the same wire line—at minimum cost. 
Simply plug the tiny transistorized module into the carrier terminal 






for 2-party, selective-ring service...or remove the module to upgrade 
cuit to private line service...on any line with up to 35 db 
nuation. Does not interefere with existing physical voice circuit. 
Increase the return oe Contact your 
/ BUDELMAN 

on your \ Budelman 
investment « } distributor 
dollar. or write us today! 
BUDELMAN ELECTRONICS CORPORATION 
375 Fairfield Avenue Stamford, Connecticut 





coming 


CONVENTIONS 


ALASKA Tel. Assoc., Hotel 
Not Announced, Palmer, 
Alaska, Aug. 21-23. 


ROCKY MT. Tel. Assoc., Owy- 
hee Hotel, Boise, Sept. 13- 
18. 


GEORGIA Tel. Assoc., Cor- 
sair Motel, Jekyll Island, 
Ga., Sept. 14-15. 


MICHIGAN Tel. Assoc., Pant- 
lind Hotel, Grand Rapids, 
Mich., Sept. 19-21. 


NEVADA Tel. Assoc., Stock- 
mens Hotel, Elko, Nevada, 
Sept. 19-21. 


NEW ENGLAND Tel. Assoc., 


Poland Springs Hotel, Po- ; 


land Springs, Maine, Sept. 
24-27. 


WEST VA. Tel. Assoc., Ogle- 
bay Park Hotel, Wheeling, 
W. Va., Sept. 26-27. 


USITA CONVENTION, Con- 
rad Hilton Hotel, Chicago, 
il., Oct. 8-11. 


SOUTH CAROLINA Tel. As- 
oc., Clemson House, Clem- 
son, S. C., Oct. 23-24. 


VIRGINIA Tel. Assoc., Roan- 
oke Hotel, Roanoke, Va., 
Oct. 26-27. 


OKLAHOMA Tel. Assoc. Skir- 
vin Hotel, Oklahoma City, 
Okla., Nov. 8-9. 


ALABAMA-MISSISSIPPI Tel. 
Assoc., Thomas Jefferson 
Hotel, Birmingham, Ala., 
Nov. 11-13. 


FLORIDA Tel. Assoc., The Car- 
illon Hotel, Miami Beach, 
Fla., Nov. 26-28. 


NORTH CAROLINA Tel Assoc., 
Carolina Hotel, Pinehurst, 
N. C., Dec. 4-5. 


TEXAS Telephone  Assoc., 
Sheraton-Dallas Hotel, Dal- 
las, Texas, March 11-13, 
1962. 


WISCONSIN Tel. Assoc., Ho- 
tel Not Announced, Mil- 
waukee, Wisc., May 8-9, 
1962. 
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Few industries can boast an association as responsible as the 
USITA or a membership more responsive to its influence. 
how In awareness of public service, USITA is second to none. A 


fact that reflects the attitude of the Independent telephone 


promotes UJ. S. A. companies which, individually, are committed to an un- 


remitting program of seeking out and developing more serv- 


system of iceable methods and facilities. Which explains why Sherron 


steel booths figure so significantly in the modernization plans 


communications of more and more Independents. 


TELEPHONE | 


F 





Striking example of the kind of service Independents are lif| d 
as exemplifie 


offering the public is this twin-booth arrangement. As 


related by James H. Russell, pay station supervisor, Inter- by progressive 


Mountain Telephone Company, Bristol, Tenn., these two- 
color Sherron steel booths (white top, red bottom) are INTER Mi OUNTE IN 
situated on the main route through Kingsport...at a traffic | LL 


light... with plenty of parking area. TELEPHONE COMPANY 


aN There's a Sherron booth for every location and budget in either zinc cooted or stainless steel 
wag SHERRON METALLIC CORP., 1201 FLUSHING AVE., BROOKLYN 37, N. Y. 
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when and 


where you need it! 


From many convenient locations, 
quality Keystone Wire is available 
for the needs of the telephone in- 
dustry. Keystone offers a full range 
of Class A line wire in 50M, 85M 
and 135M tensile strengths. All line 
wires meet the specifications of 
A.S.T.M. and A.T.&T. and are ap- 
proved by R.E.A. Your Keystone 
Distributor also offers a full line of 
galvanized bond, tie and construc- 
tion wire in a full range of gauges. 
For quality wire—and prompt de- 
livery—contact your nearest Key- 
stone Telephone Wire Distributor 
or write direct for information. 

KEYSTONE STEEL & WIRE COMPANY 


Peoria 7, Illinois 
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British Ropes Canadian Fact., 
Vancouver, B. C., Canada 


Buckeye Telephone & Supply Co 


mbus, Ohi 


Crescent Electric Supply Company 


Burlington, lowa 
Dubuque, lowa 

Cedar Rapids, lowa 
Davenport, lowa 

tAadison, Wisconsin 
Mason City, lowa 
Ottumwa, lowa 

Peoria, Illinois 

Quincy, Illinois 

Rapid City, South Dakota 


Sioux City, lowa 

S x Falls, South Dakota 
Spencer, lowa 

Sterling Illinois 


Waterloo, lowa 


Dakota Electric Supply Co 
Fargo, North Dakota 


Joslyn Mfg. and Supply Co 

Birmingham, Alabama 
hicago, Illinois 

Dallas, Texas 
New Orleans, Louisiana 
New York, New York 
No. Kansas City, Missouri 
Oklahoma City, Oklahoma 
Omaha, Nebraska 


St P- 


1ul, Minnesota 


Ltd. 





Kingsport Electric Co., Inc. 
Kingsport, Tennessee 
Line Material Industries 
Milwaukee 1, Wisconsin 
Marshall-Wells Canadian 
Companies, Ltd. 
Winnipeg, Manitoba, Canada 
Midwest Telephone Supply, Inc 
Appleton Wisconsin 
The Mine & Smelter Supply Co 
Salt Lake City, Utah 
Nelson Electric Supply Co 
Dallas, Texas 
Lubbock, Texas 
Piedmont Electric Supply Corporation 
y 1 ttesville Virginia 
Jack Pruzan Co 
Seattle, Washington 
Southern Electrical Corp. 
Chatanooga, Tennessee 
Stromberg-Carlson 


A Division of General Dyr 
Rocheste New York 

Suttle Equipment Company 
Chicago, IIlinois 
Lowrenceville, Illinois 

Tele-Wire Supply Co., Inc 

maica, New York 

Tennessee Valley Electric omer Co 

Memphi ind Nashvil € 


ittle Rock, Arkansas 
Wheeler Lumber Bridge & Supply Co. 
Norfolk, Nebraska 
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TELEPHONE INDUSTRY 
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Prepared By The Editorial Staff of TELEPHONE ENGINEER and MANAGEMENT 


ON tHE Pee Ol CACH MONTH * ON THE tSth OF EACH MONT i 


Dear Sirs July I5, IS6i 


HIGHER PHONE-TAXES PROPOSED FOR IOWA... .. A request was submitted to the Iowa 
attorney general's office by State Rep. William Denman of Des Moines urging revision 
of a 1938 opinion on taxation of telephone lines. Denman asserted that telephone 
companies “have enjoyed exemption from assessment of all 'drop' or 'service' lines" 
under the old opinion. He said such lines would include those connecting homes 

with a main telephone line. 


Noting that the opinion said that so-called "pole lines" only are subject to 
taxation, Denman, inaletterto the attorney general's office, declared: 


"It seems extremely detrimental to the public interest that autility which escapes 
intrastate rate regulation... to the ridiculous end that it is cheaper to place a 
long-distance call to Rock Island than to Davenport and to Omaha than to Council 
Bluffs' should be permitted to help insult upon injury to the public by evading part 
of its taxes through the flimsy expedient of prefixing various adjectives to the 
word ‘line’ in describing its property." 


OREGON APPROVES NEW PHONE COMPANY SETUP. .. Oregon Public Utility Commissioner 
Jonel C. Hill approved creation of Pacific Northwest Bell Telephone Co. out of the 
northwest operations of Pacific Telephone & Telegraph Co. 





The commissioner approved the new firm after receipt of a written agreement from 
the companies asserting that they would not pass on added corporate costs of the 
realignment to ratepayers in the state. The approval was made upon the advice of the 
commissioner's staff and an independent financial consultant hired for the 
proceedings. Hill said the plan caused him grave concern because it contained the 
threat of a future rate increase and so he asked the agreement to safeguard Oregon 


customers. 


Approved by stockholders in March, the plan provides for the transfer of Pacific 
Telephone & Telegraph assets in Oregon, Washington and Idaho to Pacific Northwest 
Bell Telephone Co., which is to have headquarters in Seattle. Pacific Telephone & 
Telegraph, in exchanges for the properties is to receive an estimated $335 
million in capital stock and $200 million in debt Securities. 


Hill saidarate of 4.5 per cent that Pacific Northwest will have to pay on the $200 
million will cost the firm $1.6 million a year over that paid by Pacific Telephone & 
Telegraph for the same money. He said interest rates are now higher than at the 
time Pacific Telephone borrowed the money it owes. 

SENATE PASSES ONE-YEAR EXTENSION OF PRESENT EXCISE AND CORPORATION INCOME TAX RATES 
BY VOICE VOTE. . . In record time for recent years, and without any tax-cutting 
amendments being put to a vote, the Senate Thursday, June 22, passed by voice vote 
and cleared for President Kennedy's signature a one-year extension of existing 
excise and corporation income tax rates. 


Several Senators, led by Senator Frank Carlson (R., Kans.), spoke in favor of 
Please turn to page 12 
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TRADEMARK 


Sure, economical way of and Sta ndard Loop sae 
dead-ending one-pair aerial Tangent Supports 


distribution wire to a drive hook, 
eye bolt or through bolt The fast, easy way to protect and separate 


two wires on a common drive hook. 


Vieformedl Dead-Ends VT ioformedl. NEW Elongated Loop... 


PREFORMED LINE PRODUCTS COMPANY one or sore oF ate 


F ' following U.S. Patent 
5349 St. Clair Avenue * Cleveland 3, Ohio * UTah 1-4900 Nos.: 2,691,865 and 
— : , 2,761,273. 
; 600 Hansen Way ° Palo Alto, California » DAvenport 4-2561 
For long distance direct dialing: Cleveland, Ohio — Area code, 216 — Palo Alto, Calif.— Area code, 415 





Yt 200 CAPtecaae 
/ ‘for The 
a Safes; 
ee Ey 
oF el 
of 





"ap Res 


/teformec” NEW One-Piece 


Crossarm Tangent Support 


Cradles and protects the wire 
contact with the crossarn 


of separate protective materia 


Use on long spans for greater gr 
clearance; and on poles where 


clearance is needed 











TELEPHONE ae i (Concluded from page 9) 


repeal of the excises on communications and the transportation of persons, but they j 
agreed that under present budgetary conditions they would not press amendments 
at this time. 





Finance Committee Chairman Harry F. Byrd (D., Va.) deScribed the communications 
and passenger transportation cxcises as among "the first taxes that should be reduced 
when the time comes when we can afford a reduction in taxes." 


The Senate's action, taken by a voice vote formally finished off the legislation 
passed last year under which the excise on general (local) telephone service would 
have terminated automatically June 30. 


REA ANNOUNCES CHANGES IN LOAN SECURITY REQUIREMENTS ... . Changes in its loan 
security requirements to encourage local ownership of rural telephone facilities, 
and at the same time "discourage attempts at Speculative ventures with telephone 
loan funds," have been announced by the Rural Electrification Administration. 

REA said that the principal changes and additions in the loan security policy 
bulletin, which apply only to new telephone loans, included the following: 


"(1) A new requirement that where the proposed system is not locally owned and 
controlled, owners must provide a specified minimum net worth as a condition of 
obtaining the loan. This becomes one of six factors used by REA in determining that 
a loan for improving and expanding telephone facilities in rural areas is reasonably 


secure. 


"(2) AS a general rule, REA will not require additional net worth to secure loans 
required for improving and cxtending service within areas already established j 
through prior REA loans. ' 


"(3) An applicant must obtain REA approval of acquisition approvals before making 
commitments. REA will not approve the loan if in its opinion the acquisition price ; 
is so high as to seriously affect the level of rates. The price to be paid for the 
acquisition will be a matter of primary concern to REA in view of its effect on the 
cost of service to the borrower's subscribers and of its relationship to the general ; 
level of prices for acquisitions by other borrowers. 


"(4) REA will not approve a loan for the purchase of property that is not a logical 
extension of the existing system. This is to encourage borrowers to establish 
integrated service areas based on the geography of the locality and on the needs of 
the telephone subscribers. 


"(5) For purposes of meeting the specified net worth requirement, REA will not 
recognize as equity funds obtained from sale of stock, if either (a) the stock is 
purchased by a corporation which is already an REA borrower, or (b) the stock is 
purchased with funds borrowed from a corporation which is already an REA borrower. 
This requirement will preclude the use of assets of an existing borrower as equity 
to meet the minimum net worth requirement of Some other applicant fora loan. 


Se ee en 


"(6) The mortgage which the borrower signs with REA will contain provisions 
prohibiting the corporation from making loans or advances to officers, directors, 
stockholders, or employes." 
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When Divided Ringers Produce 
| High Noise Levels 
ISOLATE RINGERS 


FROM GROUND 
WITH 


Telephone Orbit 


radinage 
D 9 " 


Device Inc. 





Industries 


; FEATURES: 


* Hermetically Sealed Reed Relay 


® Precious Metal Contacts 


* Rated to Operate Minimum of 10 Million 
Times 


e Ringing Frequency Range 16 to 66 CPS 
e For Use on Either Aerial or Buried Plants 


e For Either Indoor of Outdoor Mounting 





ORDERING INFO 
TDD-3 RINGER ISOLATION DEVICE $6.50 EA. 
PRICES FOB VIENNA, VIRGINIA 





WRITE OR PHONE FOR COMPLETE DETAILS 


INTERNATIONAL TELETRONICS, INC. 


644 BRANIFF AIRWAYS BUILDING * DALLAS, TEXAS * PHONE FLEETWOOD 7-8353 


eh ARSE... mana cs RCN: ee 
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A LEADING newspaper editorially 
the British 
Telephone Company. “Black Phone 





attacks Columbia 






Whitewash,” in the Vancouver Sun, 
June 1, 1961, drips with bitter objec- 


tions to the company’s $9 surcharge 





Monopoly? Grrrrr! 






for colored telephones. 
What, to us, is 
about this editorial is its reference to 





most important 






the company’s “monopoly” - 





the phones are manufactured by one 
the 


enjoying 





member of vast interlocking 






family telephone service 





monopoly.” And it draws a compari- 





son in favor of the automobile indus- 





try — “But then, the auto industry is 





competitive.” 
The sickening of this 


linguistic missile “monopoly,” when- 














reiteration 


ever anyone yearns to throw mud at 
a telephone system, indicates a lack 
in our publicity. 

Too many critics hurl the word at 
us as though it were an insult we 
cannot refute. 

Too few of our customers under- 
stand why direct competition for the 


same sort of telephone service in the 


HOW DO YOU LIKE | 
DIGGING HOLES, 
CHARLIE 2 














“CHARLIE” by 
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’ Industry 
» Observations 


By L.. A. 


GRITTEN 


same area is not feasible. 

Too few telephone users realize 
that, far from being a monopoly, a 
telephone company today must com- 
pete with many other methods of 
telecommunication. 

Most important, the vast majority 
of our customers, and the newspaper 
writers who cater to them, know lit- 
tle or nothing of the practical dis- 
tinctions between a monopoly, as 
they think of it, and a_ politically 
regulated public service, as we know 
it. 

“Monopoly” is defined as “exclu- 
sive possession of the trade in some 
commodity,” or “exclusive possession, 
control or exercise of something.” 
Anyone who ever spent a day at a 
utility commission hearing of a tele- 
phone company filing, knows that 
our business is no monopoly at all. 
“Exclusive control”?! 

We, all of us, have been too prone 
to accept meekly that “monopoly” 
epithet, with perhaps a plaintive bleat 
“Oh, but we’re regulated, you know.” 

“Monopoly” should be anathema 


to every telephone public relations 


START AT TH’ 


ENGINEER & MANAGEMENT 


man, a fighting word that will bring 
him out raging, with blood in his eye, 
eager to ram home the facts. “Regu- 


lated monopoly” is a contradiction in 
terms. There ain’t no such animal. 


Convention Reflections 
VERY Gilbert and Sullivan en- 
thusiast recalls the Mikado’s 
longing for amusing punishments, 
commensurate with and attuned to 
the offense: 

“My object all sublime, I shall 

achieve in time, 

To let the punishment fit the crime, 

the punishment fit the crime.” 

In a similar spirit, our convention 
experiences through the years have 
evoked these suggested laws and pen- 
alties: 

— Any visitor to an Independent 
telephone convention who fails to re- 
serve his hotel accommodation until 
the last moment and then grumbles at 
what he gets, shall be put in a cage 
near the registration desk during the 
convention, for the amusement of 
visitors. 

Any speaker who says “and, 
er” more than 50 times in the course 
of his speech shall, by way of plat- 
form entertainment at the banquet, 
be strangled slowly and humorously 
with the viscera of those speakers 
who have read prepared speeches 
with their faces more than two feet 
from the microphone. 

— All visitors who embarrass a 
speaker by standing in groups near 
the doors, obviously so that they may 
duck out when something better oc- 
curs to them, shall be compelled to 


Jim Counts 


...1TS TH’ ONLY JOB 
| KNOW OF WHERE YOU 


TOP... 
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BAT-TAP DX VOLTAGE REDUCERS 


CARRIER SUPPLY UNITS 


_ FLOTROL BATTERY CHARGERS 


Today’s telephone plant installation must give 
trouble-free servicé to the coming generation. 
Plan for the futuye with the help of Lorain... 
join our many satisfied customers whose Lorain 
equipment has a}Jready withstood the testiof time. 


af 


DRY CEMA CELLS 


SUB-CYCLE 
RINGING 
CONVERTERS 


The line of power equipment developed and 
manufactured by Lorain is the most complete 
in the telephone industry. 40 models of Sub- 
Cycle Ringing Converters, 55Q models of 
Flotrol Battery Chargers, 43 models of Power 
Supply Units, 13 models of Tone Generators, 
48 models of CEMF Cells. 


PAST PERFORMANCE IS OUR BEST RECOMMENDATION 


LORAI NAidicth Cytorailione LORAIN, OHIO 


LORAIN PRODUCTS (CANADA) LTD—ST. THOMAS, ONTARIO 











write, with a hotel pen, 500 copies 
of the speech they thus slighted. 

- Any manufacturer’s representa- 
tive who honors an old lady’s “Hos- 
pitality Room” request for Bourbon 
and soda, by putting a tiny splash of 
soda over a tumberful of Bourbon, 
shall be compelled to listen to the 
old lady’s description of the magneto 
system her husband installed at Prune 
Hollow during the McKinley adminis- 
tration, until death ends his suffering 
or the old lady falls asleep. 

Any Independent association sec- 
retary will be able to add to these 
ideas for the improvement of our 
conventions. We invite your sugges- 


tions. 


Cen$or$ship In Wrong Hands 

E SALUTE Timken Roller Bear- 

ing Company, as a champion 
of human liberty. This company has 
sued the government for $1,500.000 
that Timken has overpaid in income 
taxes, because of an Internal Revenue 
Department official’s decision that 
certain institutional advertising is not 
part of the cost of running a busi- 
ness. 

The Timken advertising to which 
Internal Revenue objected includes a 
Christmas message, the company’s 
side of an argument with the union, 
and some general area promotion for 
the city in which the Timken plant is 
located. 

This, in essence. is censorship in 
a malignant form. It is censorship of 
thought and belief, without specific 
legal authority, by government off- 
cials, for political reasons. That sort 
of censorship has been the sharpest 
weapon in the armory of every dicta- 
tor, from Napoleon to Khrushchev. It 
is the antithesis of every democratic 
thought that went into the making of 
the United States constitution. In a 
free country, censorship should never 
be exercised, at the option of a gov- 
ernment employe, to restrict criticism 
of his government or to add to its 
revenue. 

If your company feels that it has a 
right to express objection to govern- 
ment ownership of telephones, with- 
out being penalized by a Treasury 
official, the Timken fight is also 


yours: in a very personal sense, if 


¢ = FLAGPOLE = 





you believe what you were taught at 
school about freedom of speech and 


expression. 


Expediency Forever? 

ENERAL David Sarnoff, R.C.A.’s 

Chairman of the Board, predicts 
that the next decade will bring more 
material progress, through scientific 
research, than the last fifty years. Par- 
ticularly he mentions global colored 
television and electronic medical 
tools. 

Crime, says J. Edgar Hoover, par- 
ticularly teen-age crime, is flourish- 
ing. It is worse and there is more 
of it. 

“The Lessons of the 
Disaster” by Stewart Alsop (Sat. Eve. 
Post. June 24) describes the Presi- 
dent’s discussion with his top-ranking 


Cuban 


advisers on April 4th, in advance of 
the Cuban invasion. The only decent, 
honorable thing about that meeting 
appears to have been Senator Wil- 


YOu 'VE BROKEN EVERY 
ENDURANCE RECORD 
THERE IS... WHY 


DON'T YOU COME 
DOWN / 





liam Fulbright’s forthright denuncia- 
tion, to the President, of the whole 
“inherently immoral” plan. (A few 
days later, after the sad mess was 
history, the chorus of regrets sounded 
like Talleyrand’s comment on one of 
Napoleon’s killings: “It is worse than 
a crime, it is a blunder.”) 

At the Oregon-Washington I.T.A. 
convention in Victoria, a Canadian 
friend told us: “Anti-American feel- 
ing in Canada? Hardly any. But of 
course there was much disgust at that 
U-2 affair. Really, your top men in 
government shouldn’t lie and then 
make asses of themselves when their 
lies don‘t hold.” 

Question: How much good shall we 
derive from that material progress 
predicted by General Sarnoff, if our 
rulers lie, evade and cheat whenever 
it seems expedient? You may find the 
answer in Matthew XVI, 26. 

— L. A. Gritten. 
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AN EXPANDING LINE OF 
WIRE TERMINALS and WIRE TERMINAL BLOCKS 


WIRE TERMINALS — Now in 31 catalog numbers 


For use at junctions between multiple line wire and PROTECTED » UNPROTECTED 
drop or bridle wire... in sizes 1, 2, 3, 5, 6, 11, 12, 16, Protected types use discharge washers or Reliable’s 
18 and 26 pair. All terminals are self-mounting or Telegard Protector Units. 


supplied with a mounting bracket. * For paper or plastic cable protection 
* For station protection 
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WIRE TERMINAL BLOCKS — Now in 28 catalog numbers 


For use in building boxes or buried cable housings 
...in sizes 1, 2, 3, 6, 11, 16 or 26 pair. 
PROTECTED « UNPROTECTED 





Do you have a particularly difficult instal- . 1 THE TELEGARD UNIT 

lation problem? Our engineering depart- The Telegard Protector Unit is the heart of Reliable 
ment may be able to help you solve it. protected Wire Terminals and Wire Terminal Blocks. 
It is a completely self-contained, weatherproof screw- 
in unit with replaceable components. 





for detailed engineering information on Wire Termi- 
nals or Wire Terminal Blocks. 


CTRIC COMPANY -« Franklin Park, Illinois 





A Symbol of Integrity Since 1909 





RODUCT JEPENDABILITY 
IN EVERY PHELPS DODGE © 





~ Type EB—Exchange Area—Direct Burial Type 
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_ PD-Tel—-Thermoplastic Station Wire 





Throughout the manufacture of Phelps Dodge 
telephone wire and cable, product dependability 
is given major attention. 


Type DB—One Pair Buried Distribution 


Phelps Dodge builds reliability into every cable 

by using the finest materials and by applying 

years of experience in the research and development 
of communications cables to control the 
quality of these materials during fabrication. 

The result is a complete line of wire and cable 
with assured dependability that helps reduce 

maintenance costs and provide longer service life. 


Phelps Dodge will gladly help you select the correct 
construction to fit your particular requirements. 
Just call your nearest Phelps Dodge sales office. 
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IS THE FIRST CONSIDERATION 
TELEPHONE WIRE AND CABLE! 










Type IN—Interior Cable * ‘ 


_ Type PA-—Paper Insulated Lead Sheathed—Armored 
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PD-Tel—Paralleled Figure 8 Drop Wire 


PD-Tel—Polyethylene insulated Bridle Wire 
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Type EA—Exchange Area—Aerial Type 





Type RL—Rubber insulated Lead Sheathed 








Type ED—Exchange Area—Duct Type 





PD-Tel—Paralleled Reinforced Drop Wire 





PHELPS DODGE COPPER PRODUCTS 


CORPORATION 


MINE TO MARKEE 

300 Park Avenue, New York 22, N.Y. q ; ; 
SALES OFFICES: Atlanta, Birmingham, Ala., Cambridge, Mass., Charlotte, Chicago, Cincinnati, Cleveland, Dallas, Dayton, Denver 
Des Moines, Detroit, Fort Wayne, Honolulu, Houston, Indianapolis, Jacksonville, Kansas City, Mo., Los Angeles, Memphis, Milwaukee, 
Minneapolis, New Orleans, New York, Philadelphia, Pittsburgh, Portland, Ore., Richmond, Rochester, N. Y., San Francisco, St. Louis, 
Seattle, Tampa, Washington, D. C. 
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in a space only twice* this wide—get more 










































revenue with an Alcoa “Compact” Booth! 


Where space is costly, you 
can still attract and serve 
revenue-bearing custom- 
ers profitably with Alcoa® 
Aluminum ‘‘Compact’’ In- 
door Booths. Only 28% in. 
square, this sturdy booth 
takes 26 per cent less floor 
space than the larger out- 
door model! And flush roof 
design lets you fit booths 
closer in tandem where 
traffic calls for multiple 
installations. 

In harmony with any mod- 
ern décor, clean-line styl- 
ing of Alcoa ‘‘Compact”’ 
Booths attracts customers. 
Sturdy construction fea- 
tures heat-treated Alcoa 
Aluminum Extrusions... 
cuts maintenance, virtually 
eliminates damage from 
vandalism. Alumilitet fin- 
ish stays bright and clean 
with only occasional soap 
and water washing. 

Call your telephone job- 
ber for more information. 
Or write: Aluminum Com- 
pany of America, 1781-G 
Alcoa Building, Pittsburgh 
19, Pa. 


*28%, in. square! 
tTrade Name of Aluminum Company 
of America 







YVALCOA ALUAAINUAA 
ALUMINUM COMPANY OF AMERICA 


why accept 


Anaconda Quality — Anaconda Stalpeth is soundly engineered to provide 
practical economies based on Anaconda’s intimate knowledge of the requirements of 
the Independent Telephone Industry. ¢ Stalpeth paper-insulated cable is manufactured 
under precisely controlled conditions to assure uniform attenuation characteristics, 
reliabilty, and long life. Paper must pass rigid physical, chemical, and electrical specifi- 
cations. The sheath—produced under license from Western Electric—is made of steel 
and aluminum, covered with the finest polyethylene. e Lightweight Stalpeth can be 
installed aerially in extended span lengths. Underground, it offers long, trouble-free 
service because it’s tough and corrosion-resistant. e Anaconda Stalpeth is immediately 
available from completely stocked shipping points across the country. ¢ Write today 
for technical brochure or applications assistance. 





The experience and the services of Anaconda are always at the disposal of the Independent 
Telephone Industry. For technical assistance on any problems, or specifications on any 
Anaconda products, contact Anaconda Wire and Cable Company, 25 Broadway, New 
York 4, New York, Department EFL-2-TE & M. 
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less than both? 


Anaconda Service — Anaconda’s confidence in the Independent Telephone 
Industry is manifested by a unique combination of manufacturing competence, engi- 
neering and research experience, and technical assistance to better serve all segments 
of the industry. For example: Application-Engineered Cable offers the electrical require- 
ments needed for actual use. Over-engineering costs money—under-engineering costs 
more! Anaconda offers the perfect balance: sound engineering based on practical econ- 
omies. Rigid Specifications. Anaconda has developed these specifications to set up 
precise electrical and physical requirements for every type of cable. These specs cover 
the following cable types: PL, STAL, ALP, CUP, PCP, PCPG, composites, quads, and 
figure-8 self-supporting aerial cable and wire constructions. Coordinated Engineering 
Activities. Anaconda maintains a special staff of communications engineers. They draw 
on the entire company’s advanced research and development facilities in their work 
for the Independent Telephone Industry. Field Specialists. Specially trained in communi- 
cations, these Anaconda field specialists offer their assistance in helping solve customer 
problems. Research and Development — covering both wire and cable and new materials 
— is constantly under way at Anaconda to serve the dynamic Independent Telephone 
Industry. Strategically located Shipping Points across the country are completely stocked 
for immediate service on your orders. 61329 








THE INDEPENDENT MANUFACTURER FOR 


ANACONDA 


THE INDEPENDENT TELEPHONE INDUSTRY 


~~ 


a 
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why accept 


Anaconda Quality — Anaconda Stalpeth is soundly engineered to provide 
practical economies based on Anaconda’s intimate knowledge of the requirements of 
the Independent Telephone Industry. e Stalpeth paper-insulated cable is manufactured 
under precisely controlled conditions to assure uniform attenuation characteristics, 
reliabilty, and long life. Paper must pass rigid physical, chemical, and electrical specifi- 
cations. The sheath—produced under license from Western Electric—is made of steel 

and aluminum, covered with the finest polyethylene. e Lightweight Stalpeth can be 

installed aerially in extended span lengths. Underground, it offers long, trouble-free } 
service because it’s tough and corrosion-resistant. e Anaconda Stalpeth is immediately 

available from completely stocked shipping points across the country. ¢ Write today 

for technical brochure or applications assistance. 





The experience and the services of Anaconda are always at the disposal of the Independent 
Telephone Industry. For technical assistance on any problems, or specifications on any 
Anaconda products, contact Anaconda Wire and Cable Company, 25 Broadway, New 
York 4, New York, Department EFL-2-TE & M. | 
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Anaconda Service — Anaconda’s confidence in the Independent Telephone 
Industry is manifested by a unique combination of manufacturing competence, engi- 
neering and research experience, and technical assistance to better serve all segments 
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New Collins DC system insures uninterrupted 
communication...when you need it most! 


Now... security against even momentary outages during power-disrupting 

storms. Collins’ de-powered Microwave and Carrier Systems operate directly 

from float-charged batteries — eliminating rotating machinery. The results: 

improved reliability, reduced power drain, lower maintenance, 

decreased noise and elimination of standby generators. Sev- 

eral voltage combinations are available, enabling you to select MICROWAVE AND 
the one that best integrates with your existing plant. For 

technical literature, write Collins Radio Company, Texas 

Division Sales, 1930 Hi-Line Drive, Dallas 7, Texas. ; = CARRIER 
CEDAR RAPIDS, IOWA - BURBANK, CALIFORNIA 


COLLINS RADIO COMPANY ° DALLAS, TEXAS ° 
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EDITORIAL 


“Marketing—Key To The Future’ 


Lhasa we were preparing this special “‘Tele- 

phone Marketing” issue of TE&M, a friend 
of ours who has a habit of saying the right thing 
at the right time answered our request for infor- 
mation by saying, “We could rub our hands and 
say ‘things look pretty good for the telephone 
industry’ — but before we jump to that conclu- 
sion let’s consider this: There are many other 
industries competing for the consumer’s dol- 
a tins 


What our friend told us is certainly no secret. 
Today, the telephone industry is faced with real 
competition from non-regulated enterprises pro- 
viding the same rapid voice and signal communi- 
cation the telephone industry has been providing 
under regulation. 

This fact was emphasized a few weeks ago by 
C. W. Ebersold, Illinois Bell’s general manager 
of merchandising, when he said, “People are get- 
ting into the communications business in fan- 


tastic numbers ... ”’ 


Industry members already know that compe- 
tition is tough. It is coming from large aggressive 
companies who have developed many different 
communications services that compete directly 
with the services the telephone industry has to 
sell. 


Actually the competition faced by the tele- 
phone industry today is a form of direct, item- 
by-item competition which the telephone industry 
has never had before. 

To meet such competition the telephone in- 
dustry now offers a broad line of new instru- 
ments and services that are optional with the 
customer. Such new products and services have 
now become so many and varied that the tele- 
phone industry has gone into marketing pro- 
grams that take into account the rapidly grow- 
ing competition. 

As we see it, the future health of the telephone 
business depends on the success of the indus- 
try’s marketing program. If each company 
doesn’t continually strive for more and more use 
of its products and services, and if each company 
doesn’t provide new and more attractive prod- 


ucts and services and aggressively sell them, the 
industry’s growth and earnings will suffer and 
the business will lose the vitality and drive that 
are essential to the growth and progress of a 
successful enterprise. 

A telephone friend of ours put this a bit dif- 
ferently a few days ago when he said: “If my 
company doesn’t sell a communications service 
to a customer, that customer can sell in one of 
our competitors and order something else to do 
the job. ... If we don’t sell it, then we won’t 
install it... . we won't service it... and we can’t 
send a bill for it. . . . Everytime we lose a sale 
it hurts everyone of us, because each lost sale 
pushes the industry back a little and our com- 
petitors a little forward in the contest for lead- 
ership in the new and fast-growing communica- 
tions field. ... ” 

Such observations serve to make it plain that 
if the telephone business is to compete success- 
fully, being competitive must be a prime con- 
cern of every telephone man and woman. This 
means, as we see it, getting into a competitive 
frame of mind and, we believe, there are many 
reasons for getting and holding onto that frame 
of mind. 

Competition is one major reason, but there 
is another, and it is based on the fact that the 
opportunities for making telephone customers 
out of non-users get relatively fewer as the in- 
dustry brings telephone service to more people. 
This is especially true in the residential field 
where eight out of every 10 households already 
have telephone service. 

It is true that the gain in population and the 
formation of new family units will continue to 
offer opportunities for good horizontal growth 
in new telephone customers. But the big growth 
in the future will have to be vertical, and it 
must come from a wider use of the telephone 
industry’s optional products and services by 
people who already have basic telephone service. 
And that growth, in our opinion, can only be 
brought about by a realization on the part of 
all industry members that Marketing is the key 
to the industry’s future. 


(The foregoing editorial although copyrighted, may be reprinted in whole or in part 
without charge provided the publication’s name and address are shown on the reprint, 
four copies of the reprint are filed with this publication, and the editor is advised of 
number of reprints made. This legend need not appear on the publication.) 
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SPECIAL REPORT 


Once known as the 
business “without a sales department,” 
the telephone industry is going after 


its share of the communications market. 


SELL MORE, 
SERVE MORE 
-EARN MORE 


By John G. Reynolds 


Editor, - 
TELEPHONE ENGINEER & MANAGEMENT 


— the early days of the telephone, a British 

scientist, caught in a heat wave in this country, 
insisted that telephones were popular in America be- 
cause they enabled businessmen to “loll back with their 
feet on the desk and ice water at hand while they did 
their work in comfort.” 

If that scientist were around today, we believe he 
would correct his analysis and report that the present 
popularity of the telephone in America and the present 
annual growth in the number of telephones served by 
U. S. telephone companies actually started zooming 
when the telephone industry strengthened its policy of 
providing facilities, equipment and services to meet 
the customer’s wants and needs with new programs 
aimed at creating wants and needs for telephone services. 

Until 1954, the telephone industry had geared its 
activities to customers’ needs, and to a large extent the 
industry, not the customers, had decided what was 
needed. In the years prior to 1954 it was the common 
belief that a telephone instrument that was technically 
good should serve both the lady of the house and the 
merchant in his store. 

In several indirect ways the industry discouraged 
calling by telephone. For example it encouraged party 
lines — sharing services with others — and used 
measured service as a development rate, and thus taught 
customers to reduce their calling to a minimum. Other 
industry programs actually served to encourage the 
belief that the principal benefit of the telephone was 
for emergencies and very important calls. 

As a result of such beliefs and operating policies, the 
telephone industry in this country, like Topsy, “just 
grew.” Year after year the growth of the U. S. telephone 
industry was the result, principally, of the demands by 
the public for more telephone service. Excepting for a 
few relatively short periods of time — the worst being 
the period of the Great Depression — that public 
demand was constant and was also of such size that it 
kept the industry growing, year by year. 

From time to time a telephone company with avail- 
able facilities would put on a “sales campaign” — but 





“Win-A-phone” contests like this one in Sidney, Ohio, are aimed at teenagers. Ohio Telephone Service Co., has scored 
a number of successes with this type of promotion. 
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Introduction of the “compact phones,” the Bell System’s ‘‘Princess” (left), ITT Kellogg’s “Cinderella” (top center), 
North Electric’s “Ericofon” (top right), Stromberg-Carlson’s “Petite,” and Automatic Electric’s “Starlite,” resulted in 
sales programs that helped many telephone companies increase stations served and boost revenues. 


most of the time the real job of the company was to 
keep up with the public demand. In consequence, the 
industry was sometimes called “the business without a 
sales department.” 

In fact not so many years ago a telephone company 
had nothing much to sell in the way of new services, 
and little in the way of new equipment. There was some 
choice of the kind of local service, such as between direct 
line and party line. There was some choice, at times, as 
to the type of subscribers’ equipment. But that was 
about all, so far as the general public was concerned. 

This lack of new services and new equipment and of 
selling efforts on the part of telephone companies did 
not represent negligence by telephone company manage- 
ments, and the equipment manufacturers. The fact was 
that the business was growing, without sales efforts, at 
a rate just about as fast as most telephone companies 
could take care of, financially and otherwise. 

Those were the days, it must be remembered, when 
the securities of many telephone companies were not as 
favorably known as they are now. The job of obtaining 
new capital for the average telephone company was 
something that required all the managerial ability avail- 
able — and good luck in addition. 

Under those circumstances most telephone companies 
could not do much if anything more than keep up with 
the natural and unsolicited growth of the business. If 
they had gone out and solicited more growth than that, 
they would have been swamped. 


A New Job And A New 
Word To Describe It 
OW all that has changed. If you want to consider 
how much it has changed, observe the fact that 
American Telephone & Telegraph Company included as 
part of its 1960 annual reports to its more than 
1,737,000 stockholders, a catalog of new telephone serv- 


- 





Autematic Electric’s “Call Commander®” telephone gives 
the businessman three times the number of buttons of- 
fered by standard key telephones. By a push of the button, 
the user can access up to 18 central offices or PBX lines. 
Heart of the expanded 10-Al Key system is the Intercom 
service. Providing selective signaling for up to 36 inter- 
com stations, it also offers a preset conference whereby 
six people may be called simultaneously by either dial 
or pushbutton. 





The Stromberg-Carlson F-50 ‘“Touch-Lite” system is 

engineered, styled and equipped to meet the demands of 

modern communication. To provide maximum conveni- 

ence to the turret attendant, together with the greatest 

ease and speed of operation, the turret is equipped with 

“Touch-Lite” keys that show, at a glance, the condition 
of each line and trunk. 


YOUR JULY 15, 1961 TELEPHONE ENGINEER & MANAGEMENT 27 








ices and new types of equipment now available from Bell and it has created a new job in the telephone business, 


System companies. and a word of new importance to the business. The job, 


This is the “new look” applied to the telephone busi- and the work is “marketing,” and, today, there is a na- 
ness. It is not merely a change in policy; it is a new tionwide program for marketing telephone services and 
philosophy with respect to supplying telephone service the use of various of the appliances useful in connection 





REVENUE BOOSTERS 


On this and the following pages is an informal catalog of the varied, colorful, and 
highly efficient products which are helping the nation’s telephone companies obtain 
their share of the growing communications market. 


Automatic Electric’s Type 85-A tele- 
phone, with combined push-and-turn Automatic Electric’s Type 87 key tele- The ITT Kellogg Model K-500 desk 
button only, is wired for 2-line pickup phone features a new signaling device telephone was voted “one of the 10 


and signaling. Three models of the which permits ringing on all three best contemporary designs” by the In- 
Type 85 are available. lines of the key telephone instrument. stitute of Design. 








ITT Kellogg’s Model K-564 six-button 
telephone when used with the K-1A1 
Key Telephone System permits one or 





more push-button telephones to share  Leich’s Type 900 Magneto telephone 

up to five lines for answering origin- meets every installation requirement. Leich’s Type 100 telephone features 
ating, holding, intercommunicating or You can offer subscribers their choice attractive styling and a choice of 10 
transferring calls without the need for of wall or desk installation, because beautiful colors plus black to comple- 
a central switchboard and operator. one phone works either way. ment any decor. 





North Electric’s new line-powered 
lighted dial needs no extra cord to 





North Electric’s new transistorized Stromberg-Carlson’s 1543-W desk 





plug in an AC outlet — bringing a_ electronic tone signal in the N-541 model telephone can be provided with 
new era of convenience to the tele- two-piece telephone provides a soft either a dial or a dial blank, for use 
phone subscriber. mellow tone. in dial or manual systems. 
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The Gai-Phone (pronounced “Guy- 
Phone”) is a station instrument de- 
signed for use in high noise level 


areas. 





United States Instrument Corporation’s 


Type A858 Telephone is designed for 


intercommunication systems. 





Leich’s 40-A PABX handles up to 40 
inside telephones. Modern keyset tur- 
ret keeps traffic moving. By simply 
depressing two keyset buttons in se- 
quence, the turret attendant extends 





With a Stromberg-Carlson 1573 W 
two-line telephone connected to a 10- 
station Dial Selective Intercom Unit a 
highly effective PBX can be offered. 





The Stromberg-Carlson 6-K 1 Key 
Telephone system provides a means 
for efficiently sharing from one to 
five trunk connections between a 
number of telephones. 





ITT Kellogg’s Crossbar PBX for busi- 
ness subscribers allows for quick ex- 
pansion from 25 to 100 lines. 





Leich’s 80A-S PABX is equipped with 

80 lines. Modern keyset turret keeps 

traffic moving. By simply depressing 

three keyset buttons in sequence, the 

turret attendant extends incoming 
calls quickly and easily. 


Leich’s Cordless PBX is designed for 
small businesses, or any business with 
a maximum of 20 inside telephones. 


Its keyboard assures greater visibility 
because keys are color-coded. 


incoming calls quickly and easily. In- 

side, outgoing, and city trunk transfer 

calls are made without help from the 
attendant. 





| ae aa 
The Stromberg-Carlson 2-10 Relay 
Dial PBX System provides two simul- 
taneous talking paths for intercom- 
munication in offices or factories. 





with such services. 

The attention now centered on the marketing of tele- 
phone services recognizes the fact that marketing is not 
the entire responsibility of the sales people — marketing 
is everybody’s business. 

There was a time when Marketing and selling were 
the same. Today, however, marketing is much more 
than the act of selling: It involves market research, 
product development, profitable pricing, promotional 


- 


activities, advertising, and customer service. It requires 
that the telephone company dedicate itself and the 
energies of its people to anticipating and satisfying the 
needs and desires of its customers. 

Marketing is really a concept or philosophy of doing 
business that requires the entire corporate organization 
to be at all times flexible and sensitive in responding to 
the ever-changing requirements of its customers. It 
means that each of the organizations must examine 
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Automatic dial telephones, to be offered later this year 
by the Bell Telephone System, make calling faster and 
easier while adding new dimensions to the telephone as a 
functional business tool. Two models will be available: 
the single unit card dialer (top photo) and the Rapidial 
(lower photo) which functions as an auxiliary to a 
regular telephone. Both are intended as an aid to people 
who make many calls or who call the same numbers 
frequently. 





United States Instrument Corporation’s Type 40A PABX 
is custom engineered for use where ultimate capacity or 
special requirements preclude “packaged” systems. Re- 
quirements should equal or exceed 15 trunks and/or 100 
lines. Cordless operation, call transfer, key sender, push- 
button transfer are just a few features available. Attend- 
ant’s switchboard may be floor mounted (shown in wal- 
nut) or desk mounted in a Hammerstone finished metal. 





United States Instrument Corporation’s Type 30C PABX 


is suited for installations where requirements range to 15 

trunks and 100 lines. Features include: flexibility of 

design; a busy lamp field; call storage, consultation and 
call-transfers; and built-in dial and key sender. 


every problem, decision and action — not in terms of 
how these things will affect departmental results, but 
how they will affect the company’s ability to satisfy its 
customers. 

A few weeks ago, J. J. Jacobs, vice-president-market- 
ing, Chesapeake & Potomac Telephone Co., emphasized 
the reasons for the importance of marketing to the 


telephone industry. 


“First,” said Mr. Jacobs, “it is important that we be a 
Marketing-minded organization if we are to continue as a 
dynamic, prosperous, and growing business enterprise. We 
have just about arrived at the end of the road with the 
kind of growth we call horizontal. Seventy-eight per cent 
of the families in the four C. & P. companies now have 
telephone services, as does practically every business. Except, 
then, for a few marginal families and the formation of new 
ones, this horizontal growth is no longer going to comé to 
use as it has in the past. 


“So, if we are to continue to grow and prosper in the 
future, our growth will have to be of another type. We are 
going to have to depend much more on a vertical kind of 
growth where we add more and more things to the basi 
services and develop new services to meet the growing 
needs and desires of our society. This can only be done 
successfully by a Marketing-minded organization. 


“Second, we must be Marketing-oriented if we are to 
successfully meet the increasing onslaught of direct com- 


Please turn to page 72 





This newly designed and fully integrated DataPhone set 

in the 200 Series, the 202A, marks the first production 

change in exterior housings for the Bell System’s family 

of DataPhone units. See page 75 for data on the four 
series of DataPhones currently available. 
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The 950 Weather Resistant telephone is ideal for most outdoor installations 


such as Police and Fire call stations. The case is of heavy aluminum and 


/ 


has a \% inch weather resistant fitting on the bottom which will accommodate 


* 


a 2-conductor line cord. The door has provision for a padlock. 





Stromberg-Carlson‘s 1553-W  Tele- 
phone is primarily used as a main sta- 
tion instrument, mounted on a wall. 
The telephone is modern in appear- 
ance. The phone can be easily mounted 
on any wall: only two screws are need- 
ed. This instrument is often used 
without a ringer as an extension. 
- 


Stromberg-Carlson’s suspended type 
hookset telephones are convenient in- 
struments to use where space is at a 
premium. Four models are available: 
The 1532 is primarily used as an ex- 
tension phone; the 1533 is a complete 
telephone that uses an A.C. buzzer to 
provide a signal; the 1533-MK phone 
is designed to be flush mounted on a 
wall; the 1534 instrument should be 
used with a desk set box. All models 
with the exception of the 1533-MK, 
are arranged for dial operation. 





i 


j yy 
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Automatic Electric’s Type 183 Space- 

Maker features a moveable dial and 

hookswitch for complete position mo- 

bility. The dial mounting can be 

rotated a full 360°, tilted backward 

45°, and locked into place at any 
point. 





The Leich Subscriber Transfer Circuit 
is a low-cost unit that increases tele- 
phone efficiency for many businesses. 
The circuit permits a businessman to 
transfer calls from his business phone 
to his residence while he is away from 
the office. By operating a key before 
he leaves the office, he automatically 
transfers his incoming office calls to 
his home phone. The only require- 
ment is that the residential phone 
must have the same frequency ringer 
as the business phone. 
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PART ONE OF A SPECIAL REPORT 


“Radiotelephone is perbaps the most natural extension 
of telephone service that can be imagined. Slip $35 in the 


slot each month—out comes area-wide communications.” 


“TALKING 
A MILE A MINUTE? 


By HARLEY F. ROLFE 


Vice President, 
Communications Engineering, Inc. 


HE phone rang. A man listened and then said, “Yes, 

ma’am, I can be there in about five minutes.” The 
woman was a bottle gas customer and had just run out 
of fuel with a roast in the oven and guests on the way. 
The man — a driver for the gas supplier. Anything 
unusual? Nothing, except that the driver was in his 
delivery truck going about 60 miles per hour when he 
answered the call. 

Emergency calls, requests for service, calls for speci- 
fication — millions of calls duplicating the exchange of 
information mentioned above take place daily and 
attract about as much attention as the ticking of a clock. 

Place one party in a vehicle, and suddenly it’s unique. 
Yet radiotelephone is perhaps the most natural extension 
of telephone service that can be imagined. No longer is 
the service area confined to cable plant. High grade 
telephone service can be available over almost every 
square inch of area in moving vehicles, construction 
sites, hunting and fishing camps — any place where the 
modest power requirements can be met — and the oper- 
ation comes about as close to being an automatic 
vending machine for telephone service as you'll ever see. 
Slip $35.00 in the slot each month and out comes area- 


wide communications! 


“Is There A Market?” 
ET’S settle down into a technical and financial dis- 


cussion of radiotelephone operations. Any question 
of service must start with a consideration of “is there 


a market?” Let us not deceive ourselves, as the ground 
is littered with the remains of technically adequate de- 
vices that never found their way into service because of 
little or no solid market data. 

Fortunately, we have had a trail blazer. The mobile 
radio market has experienced an almost unbelievable 
growth in the last 10 years. Analyze the graphs showing 
the growth experienced by this industry and particularly 
notice the slope of Graph #1 for the past five years 
(55-60). These figures show the total vehicular mobile 
units authorized for service for the total industry by 
the F.C.C. 

In Graph #2 we depict the characteristic of the Busi- 
ness or Industrial type users. Notice not only the 
tremendous rate of growth but also in comparison with 
the industry-wide pattern —- the differential rate showing 
that the use of radio in vehicles by business is by far the 
fastest growing area, completely overshadowing the 
traditional users such as fire and police departments. 
state agencies, etc. 

It is difficult to characterize a dynamic active thing 
like a market by graphs and words. Picture the rear of 
one of the major manufacturer’s production lines with 
the units streaming into their cartons, and realize that 
within days each of these units will be installed in a 
trunk to join the fleet of radio units now cruising 
America’s highways. 

How does a telephone company fare in all this? To 
begin with, most private systems are regarded by their 
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users as a compromise. This is particularly true of the 
smaller system (under 15 units). Let us compare point 
by point the use of mobile radio versus radiotelephone. 


(1) Interconnect and System Access: — The 
“hams” started it and the mobile-radio users have 
joined ranks. They all want access to your telephone 
plant. Examine the equipment catalog of any of the 
mobile radio manufacturers and you will find a com- 
plete section devoted to remote control devices. Also, 
most of the catalogs now carry some sort of “patch” 
device, since the legality of that question was settled 
unfavorably for the telephone industry. The remote con- 
trol units allow wire line access to the base station to 
permit contact with the mobile unit from several differ- 
ent points in a building or a city. The “patch” is a 
half-hearted compromise to give the user interconnect. 

In the first place, the remote control units are limited 
in the distance they can be placed from the base station 
due to line losses, or else they will lease lines from your 
plant, which of course, increases their cost. Also, rarely 
can a user correctly anticipate the variety of people and 
locations that the unit should be placed, and this results 
in their personnel having to go from the regular work 
location to that of the remote unit. 

Technically, the “patch” operates reasonably well. 
However, it requires an operator to manipulate and 
supervise the operation — which is awkward and per- 
haps costly. 

Contrast this with radiotelephone where every in- 


strument is an access point and interconnect is inherent. 


(2) 24-Hour Service: — The private system is 
normally useful only while someone is attending the 
base station. Business organizations accept this as an 
unavoidable disadvantage because they would not con- 
sider 24-hour staffing simply to provide radio access, 
and they usually have no other alternative. 

However, a considerable amount of business activity 

- particularly commercial activity — takes plate after 
hours and on weekends where the radio could be helpful. 
Using an 8 hour, 5 day basis, these persons have their 
units available to them only 40/160 of each week, and 
incur more than a 75 per cent discount in utilization 
by using private radio rather than telephone company 
radiotelephone. 

Admittedly, many of those total weekly hours are 
not wanted. However, when emergencies occur they are 
most costly after hours because of the difficulty of get- 
ting help. At such times radio is at its prime. 


(3) Car-to-Car Contact: — The most universally 
desired feature among radio users is extensive car-to- 
car contact cover. Frequently two principals from an 
organization are in the field at the same time and need 
to contact each other. Their car-to-car range (at 150 
Mc using 25-watt mobile transmitters) will run about 
6-9 miles over average terrain simply because both 
antennas are within a few feet of the ground, and are 
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limited to the use of power outputs which are practical 
for automobile installations, and the fact that the F.C.C. 
prohibits, except in the most urgent of circumstances, 
the assignment of two frequencies (duplex channel) for 
business users which would allow much greater car-to- 
car range through the installation of a mobile repeat 
base station. 

In your case, however, the radiotelephone frequency 
assignments are always duplex, and your standard base 
stations come equipped for mobile repeat operation. 
This means that if the general range for your base unit 
were 25 miles — two vehicles located at two extremities 
of your system could talk to each other 50 miles apart! 
Any mobile within range of your base station can talk 
to any other mobile that is likewise within range of the 
base unit, regardless of distance between mobile units. 

The only way a simplex assigned (single frequency ) 
private system user can even transfer information (not 
talk directly) on the same basis is to have a person 
transcribe the information at the base station and repeat 
it to the other vehicle and reverse the process for the 
response. 


(4) Better Service: — In addition to the above 
items, the fundamental system of telephone organization 
will be superior. This is because of the constitutional 
necessity of the telephone company to be attentive to 
the basic engineering implications of any of its projects. 

In some cases, the engineering of mobile systems is 
slip-shod, with improper antenna selection and installa- 
tions which degrade system performance — primarily 
because most users are not technically qualified and 
cannot judge for themselves. 

A telephone organization planning for area service 
will select and develop a good antenna site, thus allow- 
ing for considerably better range than would a mobile 
user planning for his own system. 

Inherent, also, in a telephone company offering is the 
“turnkey” assumption for service. The philosophy of 
complete control of equipment and maintenance to allow 
system performance guarantees was never more valid, 
as even a good installation will suffer extensively and 
expensively from neglect. Few business mobile users 
understand the implications of preventive maintenance 
on electronic equipment. “Fix it when it breaks down,” 
is their unfortunate attitude. 


(5) Protection From Channel Crowding and 
Privacy: — There is a popular misconception among 
mobile users that the F. C. C. license guarantees (or 
should guarantee) exclusive use of their channel. Just 
the reverse is true. The F. C. C. philosophy in this area 
is permissive, and essentially says that if a business or 
individual meets a given set of criteria, the F. C. C. will 
grant permission to select one of several frequencies and 
go on the air. 

The frequencies are set aside in blocks; police groups 

Please turn to page 70 
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Users of the AC Spark Plug Division’s AChieverphone 
selects a channel to place a call. Illustration shows in- 
stallation of mobile radiotelephone on top of dash. 





AChieverphone control head and dial may be mounted 
under dashboard. Unit can be mounted at any angle with 
only four screws. 





General Electric’s new “Pacer” is designed for operation 
in low band (25-50 mc) and high band (150-174 mc). 
The unit is 444” high, 734” wide, and 12%” long. 





ITT Kellogg’s “Auto-Com” mobile radiotelephone system 

is designed to meet requirements of Independent tele- 

phone industry. Features include compatibility with your 

present central office equipment; system accepts all types 

of ringing and utilizes standard dial techniques and 
equipment. 





To answer a call the AChieverphone user (1) picks up 

handset, (2) depresses the “push-to-talk” button, (3) 

gives operator his mobile telephone number, (4) releases 
the button and waits for incoming call. 





Motorola’s newly-designed pushbutton control head fea- 

tures an In-Use lockout circuit which prevents use of the 

line by subscriber units other than those using the line. 

To meet FCC requirements for call break-in, an emerg- 

ency button is provided on the back of the new control 
head as standard equipment. 





New Motorola vehicle components for mobile dial radio- 

telephone systems are extensively transistorized MOTRAC 

two-way radio (left), which draws less battery power on 

standby than an auto tail light, and newly designed push- 

button control head (right), featuring integral handset 

hangup mountings, and In-Use lockout circuit for sub- 
scriber privacy. 
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‘Improved and Complete Service to Customers — 


A typical example of providing The General System’s customers with modern, complete communications service. The 


equipment being demonstrated by CHARLES W. OBERTEITNER, unit sales manager and ED JARED, district com- 

mercial manager, was recently installed in the Howard Johnson Motel, Myrtle Beach, S. C. The complete system includes 

an 80-line PABX with room-to-room dialing, message waiting lamps, message registers, single digit dialing for special 
services, direct outside dialing for placing local and long distance calls and sound paging. 


a THE past, most telephone companies felt that the 
business customer segment of their traditional mar- 
kets had long been underpromoted and underdeveloped 
and that they were failing to keep pace with today’s 
business customers’ communications requirements. 

For many years the entire telephone industry struggled 
to supply its customers with basic telephone service. 
Scarcity of materials and equipment and the rapidly 
expanding use of the telephone combined to create delays 
and waiting lists. Now, even with the post World War 
Il boom and the rapid growth in providing communica- 
tions services, this scarcity of telephone service has been 
largely resolved. 

During this period of expansion, the highest priority 
was devoted to creating greater technological and pro- 


duction efficiencies. This resulted in inadequate atten- 
tion to the selling function. General Telephone & Elec- 
tronics Corporation recognized that the time had arrived 
when the telephone companies should take the initiative 
rather than waiting for the customers to come to us. 
Early in 1959 we began to plan and develop the 
“planned sales approach.” The purpose of this planned 
approach was to develop a completely integrated com- 
munications sales organization. One of the primary ob- 
jectives was to develop an aggressive, professionally- 
trained sales force, trained and equipped to meet the 
“new look” in communications. The purpose behind our 
planned approach was to place our sales organization 
in a position to pursue, in earnest, on a planned and 
scheduled basis, two critical objectives of our business: 
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Increased Revenues and Earnings For the Company.” 


A Planned 
Nales 
Approach To 
The Business 
Customer 





By F. BLAINE WARD 


Director of Sales, 
General Telephone & Electronics Corp., 
New York City 


At the Fort Wayne Conference, JACK BOYD and SAM 

LONG, marketing and sales managers, and GEORGE 

BOUTILIER, training supervisor, receive equipment train- 
ing from PAUL BARNES of Leich Sales. 


to provide improved and complete communications serv- action on the proposal by demonstrating that the 
benefits of the proposal outweighed the cost. 
To develop the salesman’s skill as a communica- 


tions consultant to the point that he would be in 


ice to our customers and to increase revenues and earn- 

ings. (4) 
To achieve these critical objectives, our planned sales 

approach was designed to develop a sales organization a position of working with the customer, as much 

fully trained and qualified to achieve the following de- as selling him. 


sirable end results. (5) To keep our customers informed and aware of 


(1) 


Io serve as communications consultants to our 
business customers; to assist each such customer 
in analyzing his own individual communication 


problems and requirements. 


all the types of communications equipment and 
services available to him through the telephone 


company. 


Our first step in developing our planned sales program 


(2) To present a logical communications proposal was to analyze our markets. We tested various selling 
designed to meet the customer’s exact require- approaches and techniques in different General System 
ments. operating companies. We also conducted market tests to 

(3) To persuade the customer to take favorable determine the additional revenue potentiality of our 
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markets. As a result of this market analysis, we came to 
the conclusion that our existing business customers were 
not sufficiently aware of their own communication needs 
and requirements. Even when they were, they too often 
were not fully aware of the complete facilities and serv- 
ices their telephone company had to offer. This market 
analysis indicated also that the profit potential to be 
realized from a planned sales approach was of sufficient 
magnitude to warrant the investment associated with 
this project. : 

It was estimated that at the time our new sales organ- 
ization was functioning at full capacity, with adequately 
staffed and properly trained personnel, we could expect 
additional annual sales revenue at the rate of 
$16,000,000 for the first full year of operation. In addi- 
tion to the estimated additional revenue, we recognized 
we would receive additional benefits from our planning. 
These included improved sales results from System ad- 
vertising and other sales promotion, improved public 
relations, expansion and improvement in market re- 
search resulting in facilitating product development, and 
a number of other benefits. 

The results of the market testing and researching 
phase of developing the type of sales force mentioned 
above gave positive direction to the formalization of a 
sales organization that would best meet our two critical 
objectives of providing complete communications service 
to our customers and increasing company revenues and 
earnings. We also developed the following basic broad 
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In Fort Wayne, Indiana from June 17 to July 1, 1959, all General System marketing and sales managers participated in 
a training session designed to train them in sales management and to develop their skill in “training sales trainers.” 
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sales strategy relating to the type of sales approach that 
would apply to our entire selling efforts. 

Mr. R. Parker Sullivan, General Telephone’s Vice 
President, Marketing and Sales, sums up our basic sales 
strategy in his following comment: “We are not trying 
to sell only telephone units; an extension here or an 
additional line there, but rather a complete communica- 
tions package individually tailored to meet the exact 
needs of each customer.” To attain these objectives, it 
was recognized in the early stages of planning that it 
would require the efforts of a well-trained and profes- 
sionally-directed sales force, charged with the sole re- 


sponsibility of developing sales. 


Organizing The Planned Sales Approach 
ECAUSE it was recognized that this planned selling 
activity would be of a highly specialized nature, 

combined with a homogenous responsibility for the 

implementation of the planned sales approach, it was 
decided to create in each General System operating com- 
pany a new line organization solely responsible for 

Marketing and Sales. 

Guiding the newly developed sales force in each of 
these companies is a Marketing and Sales Manager who 
is responsible to and who reports directly to the com- 
pany’s president. Reporting to the Marketing and Sales 
Managers are the Unit Sales Managers who are respon- 
sible for the sales activities within an assigned area. 

The Unit Sales Managers are responsible to the Mar- 
















keting and Sales Managers for the sales activities and 
results of the salesmen assigned to their units. In the 
day-to-day operations, each Unit Sales Manager super- 
vises five or six salesmen. He is responsible for the 
salesmen’s activities in terms of a systematic and 
planned coverage of the customers assigned the sales- 
men, the salesmen’s performance in meeting and exceed- 
ing sales objectives and quotas, sales reports, hiring and 
training salesmen, particularly on-the-job training (Unit 
Sales Managers are required to spend at least 40% of 
their time in the field with salesmen), expense budgets 
and sales estimates or quotas. 

The accomplishment of these objectives requires close 
coordination at the Division level among all other oper- 
ating departments and the sales organization. However, 
it is recognized that the primary responsibility of the 
Unit Sales Manager is to increase the company’s profits 
as a result of the effective sales of communications equip- 
ment and services. To meet this responsibility his time 
and effort must be devoted exclusively to planned sales 
activities. 

Following the development of the basic organizational 
structure of our sales force, we further examined our 
markets. We wanted to classify our customers as to size 


GUIDE FOR SUCCESSFUL SALES PLANNING 


Plan 
e PREPARE FOR THE SALES CALL 
What are the available facts? 
e GET HIM TO LISTEN 
What will win his interest? 
What will add to his confidence in me? 
e DETERMINE SALES OBJECTIVES 
What is the customer's situation? 
Its causes? 
What do we have to offer? 
e MAKE THE RECOMMENDATION 
What benefits can | offer? 
Why will he get the benefits? 
How can I prove this? 
Do the benefits outweigh the cost? 
e ANTICIPATE OBJECTIONS 
What objections may be raised? 
How can | convert these to benefits? 
What may | have to clarify? 
e ASK FOR AND GET FAVORABLE 
ACTION 
How much of a summary is needed? 
What will bring action now? 


How will | conclude? 
Check 


e GIVE IT A SECOND THOUGHT 
What worked successfully? 
What needs improving? 

What are my next moves? 


USE AND RE-USE WHAT WORKS FOR ME 


Every General Telephone System salesman carries this 

handy pocket-sized “Guide for Successful Sales Planning.” 

It has proved to be an excellent “thought jogger” in help- 
ing the salesman plan a sales contact. 


and certain characteristics; then we wanted to know 
the number of customers in each classification. This 
information provided us with the knowledge of what 
had to be done to reach sales objectives and provided 
basic guides for estimating force requirements. It was 
necessary to determine the number of sales personnel 
that would be required to contact every business cus- 
tomer on an average of at least once a year. 

Obviously our larger customers, with more complex 
communication needs, would require the services of a 
trained expert communications consultant at more fre- 
quent intervals. This fact had to be taken into account 
in estimating the number of salesmen it would require 
to fully staff our sales organization. We estimated that 
the average salesman would complete approximately six 
sales contacts per day. Our actual experience in this 
measurement indicates that we are presently averaging 
approximately seven completed sales contacts per day 
per salesman. In planning our sales approach, specific 
objectives were established to serve as administrative 
and operational guide posts. People in sales, like people 
elsewhere, work more effectively and waste less time 
when they are assigned definite goals. 

Closely related to the development and assignment of 
goals is the establishing of sales territories. The basic 
purpose of this important segment of sales planning is 
to facilitate sales forecasting, assignment of salesmen, 
setting individual quotas, measurement of results and 
expenses. Without definite sales territories, salesmen are 
inclined to sell the types of services they like to the 
customer they like in the areas they like. The planned 
professional alternative is to establish sales territories 
and take advantage of the following objectives: to secure 
optimum market coverage, attain maximum sales force 
morale and performance and attain profitable sales- 
expense relationship. 


Classifying The Market 
O DETERMINE the size, number and characteristics 
of our business customers, these were classified into 
three categories according to the services which are 
presently furnished to them as follows: (1) Non-System 
Users — customers with one or more central office lines 
(Business and Primary Service) and no system, switch- 
ing or key equipment; (2) Small Communication System 
Users — customers with systems up to and including 
twelve station line capacities (this includes key tele- 
phone systems, key cabinet systems, manual or dial 
PBX): (3) Large Communication System Users — cus- 
tomers with systems over twelve station or line capacities. 
This type of information provided considerable 
knowledge relating to the many factors involved in 
developing a thoroughly planned and integrated sales 
organization because it is indicative of characteristics 
and the scope of our markets. 
Planning a program is one thing, the successful 
implementation of the program is still another. The next 


phase of developing our sales program was concerned 


Please turn to page 109 
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Want to boost your directory rev- 





enues?? This article tells how to 
capitalize upon major and minor 
sources of revenue to build profits. 
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BOOSTING 


ET us begin our consider- 

ation of boosting direc- 
tory revenues with three 
questions: Question No. 1 — 
“Where are our directory 
revenues today?” ; Question 
No. 2 — “Where should they 
be?”; Question No. 3 — 
“How do we get from here 
to there?” 

To determine where direc- 
tory revenues stand today we 
do three things: First, find 
out whether we are going ; 
up, going down or standing still by looking at the trend 
(direction of movement) of our directory revenue per 
telephone per year, annual directory revenue per busi- 
ness account and annual directory profit per station; 
second, we compare ourselves with nationwide averages; 
third, we compare ourselves with other companies. 

Fixing Our Trends: — If we take each of the past 
five years from your company experience and plot the 
amount of annual directory revenue per telephone and 
annual revenue per business account, we shall immedi- 
ately see whether we are declining and losing real rev- 
enue, increasing and gaining real revenue or merely 
holding our own. For example, look at the following 
five years for one company: 


Directory Revenue Annual Revenue Per 








Year Per Telephone Business Account 
1956 $7.53 $ 91.08 
1957 8.16 101.43 
1958 8.20 106.37 
1959 8.55 112.42 
1960 9.35 130.29 
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DIRECTORY 
REVENUES 


By ALLAN R. STACEY 


Vice Pres., Sunland-Tujunga Tel. Co., 
Sunland, Calif. 


But, it does our company 


no good if the revenues 
gain with the expenses in- 
creasing even more. There- 
fore, also study net profit per 
station. Again, looking at the 
past five years and assuming 
that the year 1956 was a 
base index of 100 we can 
see the following changes for 
one company: 1956 — 100; 
1957 — 118; 1958 — 121; 
1959 — 140; 1960 — 158. 

Comparing To Nationwide Averages: — If we 
are average, we should be somewhere in the range of 
$5.00 per station per year billed directory revenue. 
Note, however, this is the average and probably should 
be a minimum objective for almost any progressive 
company. 

Comparing To Other Companies: — Still 
another way to determine where our company stands at 
the present time is to compare the above measurements 
with other directories that we recognize as top revenue 
producers. Our directory company or other telephone 
companies will be glad to assist us in this. 


Set Some Goals 
No’ THAT we have an idea where our company 
stands today, we want next to set goals toward 
which we can strive. Goals give us direction and a means 
of measuring progress. 
In our own company we have set the following 








Reduce Installation and Maintenance — Use... 


FIGURE 8 


Abrasion resistant Black High Molecular 
Weight Polyethylene Jacket saves time and 
money during installation and reduces tree 
and shrub-trimming maintenance. 


Individual pairs have much stronger mechan- 
ical protection, and will afford more uniform 
transmission characteristics over a wide 
range of climatic changes. For full informa- 
tion, contact. 


DIVISION OF 
American ENKA Corporation 


31 SUDBURY ROAD, CONCORD, MASSACHUSETTS 
PHONE: EMERSON 9-9630 
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amounts for gross directory billing for the next five 








years: 

Year Minimum Objective Challenge Objective 
1962 $121,000 $134,000 

1963 131,000 145,000 

1964 142,000 157,000 

1965 153,000 169,000 

1966 165,000 183,000 


The minimum objective above is based upon the 
present type and composition of our directory and the 
present rate structure. The challenge objective recog- 
nizes certain extraordinary measures we can take with 
a good chance of success. These measures include rede- 
sign of the directory and of the rate structure. 

Now, we have goals for the next five years and we 
have an immediate objective for the year 1962. Is it 
possible for us to reach the objectives? Of course it is! 
Not only is the customer ready to use our directory but 
the advertiser is more willing every day to buy directory 


space to promote his products. 


The Customer Is Ready 
HE customer, our telephone subscriber, can afford 
to buy from the yellow pages, finds it convenient 
to buy from them and in a very high percentage of 
cases, does buy from them. 

Cash: — Telephone families can afford to buy be- 
cause households with telephones have a definite bias 
toward higher income and more stable family units. 
O. E. McIntyre in “Profile of Nation’s Telephone House- 
holds” disclosed that median income of telephone house- 
helds in the United States stood at $5,342 per year 
while the median income of non-telephone households 
was $2,570. The report went on to state that more than 
95% of the households with annual incomes of $10,000 
or more had telephones, while less than 50% of incomes 
under $1,500 had telephones. 

Convenience: — Our telephone customers find it 
convenient to refer to directory advertising. Generally 
speaking, women control the purchasing habits of our 
nation. Why are they so ready to refer to directory ad- 
vertising for help in making their purchases? One answer 
is that many of them find it difficult to shop around in 
person and therefore like the convenience of the tele- 
phone and the telephone directory. Look at Table One 
and you will see why many adult women find it very 
difficult to shop in person. 

Mr. Robert E. Johnson in a recent study’ compared 
two trading areas: Los Angeles and Baltimore. He found 
that in the Los Angeles trading area there were 458,000 
women with pre-school children which precluded these 
women from easily shopping in person. He further found 
406,000 married women and 320,000 single women 
working and thus handicapped in their shopping. In ad- 
dition, there were 33,000 women with chronic illness 


1“T he Greatest Business Getter of Them All, by Rob- 
bert E. Johnson — Bell Telephone Magazine, Autumn, 
1959. 





which contined them to their home. He thus showed 
1,217,000 women in Los Angeles and 281,000 adult 
women in Baltimore who could be classed as excellent 
prospects for directory advertising users. Expand this 
to include the rest of the trading area across the country 
and you find millions of women and men ready to refer 
to telephone directory advertising. 

Action: — Do our telephone subscribers really use 
the yellow pages? Yes, indeed! The results of a recent 
survey of 32,926 telephone subscribers showed that 97 
out of 100 participants reported using the yellow pages. 


TABLE ONE 

Why Many Women Find It Difficult To Shop In Person 
Adult Women 
With pre-school children 


Trading Areas: Los Angeles Baltimore 
458,000 105,000 
Married and working 406,000 87,000 
Single and working .............. .... 320,000 76,000 
With chronic illness : .. 33,000 13,000 


|. enn ROOD EMTS 281,000 


Out of these 56% reported placing an order for a pur- 
chase by telephone. Further, 14% reported going di- 
rectly to the advertiser’s place of business as a result 
of a telephone inquiry. 

The customer is ready to look at our directory. Is the 
advertiser willing to buy our space? 


The Advertiser Is Willing 

HE advertiser wants to buy our space becaus> he 

knows that telephone homes are something special. 
He knows that, as pointed out above, the income level 
is better in the telephone home and he knows also that 
telephone households generally contain more people.per 
unit than non-telephone homes. As stated in the Mcintyre 
study, 79% of the four-person households in the nation 
had telephones, but only 60% of the one-person house- 
holds had telephones. Thus, by concentrating on tele- 
phone households the advertiser gets more for his dollar. 

The advertiser is purchasing more of our space all 
the time, even during depression periods! Businessmen, 
from coast to coast, spend almost $400,000,000 per year 
to support their belief that buyers are turning to the 
yellow pages to “find it fast.” The interesting thing is 
that this large sum is increasing 8% to 10% per year, 
far faster than our natural growth. Even during the 
so-called recession year of 1958 yellow page industry in 
total was barely able to hold its own. 

By now you should be convinced that directory ad- 
vertising revenues have an excellent potential and you 
are probably asking yourself what can I do to capitalize 
upon that potential? May we suggest that you (1) dress 
up your book; (2) aid your advertiser; (3) capitalize 
upon your major and minor sources of revenue to build 
profit. 


Dressing Up Your Book 
E DRESS up our telephone books in order that 
our subscribers will keep the book close to the 


telephone instrument and use the book. 
Please turn to page 100 
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Cross section showing tri- 
function clamp for both cable 
and strand. 






COOK TERMINAL BLOCKS 
AND LOADING COILS 


Featuring: 


e Tri-function clamps that provide shield continuity 
through the splice, bonding of shield to strand at each 
cable opening, and support for the entire splice coat 
and termination equipment. 


e Straight through installation features for cable and 
strand. 





Three protected terminal block with ° a age, 
Minieap Arrests ae e Standard terminal block mounting facilities. 


« Adaptability to lashed cables when modification kit 
catalog number 81-410 is used. 


See Your Local Distributor 


ELECTRIC 





2700 Southport Avenue Chicago 14, Illinots 
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Installer identifying himself to customer. In larger towns, 
it is desirable to provide identification cards to employes. 


( 
Plant Man’s 


Part In 
MARKETING 


- 


From his experience and his many varied 
contacts, the installer can determine the 
needs for the various types and grades 

of services and can recommend the 


service best suited to the customer. 


By JOHN S. REED 


Technical Editor 
TELEPHONE ENGINEER & MANAGEMENT 
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A courteous installer always remembers to remove his 
overshoes before entering a customer’s home. 





_— is the telephone plant man’s number one job? 

The installation of telephone instruments or the 
maintenance of outside plant and central office equip- 
ment and buildings are still his important assignments, 
but the selling of telephone service has now become a 
prime concern of plant employes, particularly installers 
and combinationmen. 

The people in the business office have as one of their 
important duties, the selling of telephone equipment 
and service. This is rightly so, but plant workers can aid 
a telephone company’s merchandising program. Plant 
employes, particularly those who install telephones and 
other types of communication equipment for the com- 
pany, are in frequent contact with the public in their 
daily work. The average installer meets from four to 
six customers every day in the larger towns. From his 
experience and his many varied contacts, he can deter- 
mine the needs for the various types and grades of tele- 
phone service, and can recommend the types of telephone 
service best suited to the customer that he contacts. 

One telephone company proved this point at the time 
it initiated a merchandising program which concen- 
trated on the sale of extension telephones. A wire chief 
in the company proposed a simple innovation in the 
procedure for installations and trouble calls. He in- 
structed the men that whenever one of them went into a 
house to install a new service he was to take two tele- 
phone sets with him, and suggest to the subscriber that 
they allow him to install an extension while he was in 
the house. If the subscriber agreed, he would go ahead 
and make the installation and then have his dispatcher 
correct the order. The trouble men were given the same 
authority to install an extension while on the subscriber’s 
premises, the order for it being written up later when 
the man reported the sale. 

During the first four months a total of 30 extensions 
were sold by 15 combinationmen using this particular 
sales approach. This sales method was incorporated in 























Explanations of equipment operation provide opportunity 
to discuss services that may meet the customer’s needs. 


the overall merchandising program with consistently 
better results. This initial sales effort revealed a sur- 
prising fact. Some of the subscribers who were contacted 
in this sales effort were of the opinion that the telephones 
were still on the restricted list and thought that they 
were doing very well to get a main station telephone. 
They had been hesitant to ask for an extension at the 


time they placed the original order. 


Telephone Companies 
Must Meet Competition 
LTHOUGH the telephone company is a monopoly, 
it still has competition. It may have the sole right 
to provide basic telephone service for customers in each 
area, but nevertheless, it still has to compete with other 
businesses, 

For example, a family has moved to a new house. 
In its new location, an extension telephone would be 
nice to have, but so would a new electric frying pan. 
Which would it buy? Any additional telephone service 
other than the basic or main station will compete against 
other items of convenience and comfort. Obviously then, 
competition cannot be avoided. It must be met with a 
determined selling effort on the part of telephone em- 
ployes who have the most opportunities to meet pros- 
pective customers. 

Certainly it is important to sell such things as color 
telephones, extension sets, compact telephone instru- 
ments, “hands-free” telephones and other services. 
People now days expect more convenience and better 
styling in products that they buy. New cars have distinct 
styling and convenience, so have new houses and new 
appliances. In spite of the present spotty recession, 
people still have the money to buy “extras.” If the tele- 
phone company cannot furnish the kind of service they 
like and stylish and colorful equipment that appeals to 
their tastes, it will soon find itself dropping behind the 


rest of the economy. 
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Cleaning up after installation is completed leaves a favor- 
able impression on the customer and helps sales efforts. 


The average telephone company needs revenues from 
the sale of extra services and equipment. It is the only 
way it can continue to grow and provide constantly 
improved service. Better service attracts more business 
to the telephone organization. With more customers and 
more sales, its earnings are improved and its financial 


position is made stronger. 


Promoting Telephone Sales 
To Plant Employes 

UCCESSFUL sales efforts depends on a good attitude 

of the plant employes to the program. The men 
should have a desire to make the telephone service more 
useful to the customers by suggesting types of service 
most suited to the customers needs. They should learn 
how to approach the customers in a friendly and cour- 
teous manner. They should not be discouraged when a 
sale is not made the first time, since the initial effort 
may help make a second attempt more successful. It is 
important for the plant man to be familiar with various 
services that the company makes available to its cus- 
tomers. 

Programs with prizes for the largest number of sales 
each month are a successful means of encouraging em- 
ployes to be active in their sales efforts. The sales pro- 
gram varies from year to year to provide variety and 
“whet” the interest of the employes in the contests. 

In one plan, prizes are awarded on a monthly basis 
with the winners chosen by drawings from the names of 
those participating during a given month. At the year’s 
end, a drawing is made for the grand prize winner. In 
each case an effort is made to award the winning em- 
ploye a useful and valuable prize that will meet his 
particular need and desire. 

The monthly contest results are announced each month 
by means of posters and bulletin boards, listing the 
names of the contestants and the winners. Employe news- 


letters and magazines also announce the results. The 
o 


- 











employes naturally enjoy the publicity and the excite- 
ment that comes with announcements. The results gen- 
erally have justified the promotional expenses. However, 
it is very important to continue the sales efforts from 








year to year and at the same time provide an expanding 
series of services that are beneficial to the customers. 






There is a growing variety of services becoming avail- 
able and the telephone company should be able to pro- 


vide most or all of them. 





Informing Plant Employes 
Of Available Services 

T IS a good idea to provide outside plant employes 

with a list of brief descriptions of the more common 
telephone services that the company offers. Such a list 
will enable the employe to answer questions on the types 
of telephone services advertised in newspapers and on 
television, inform customers on telephone services best 
suited to their specific needs, and tell them about services 
which will provide greater convenience and the new 
and colorful types of telephones designed to harmonize 








with room decor. 






The employe should have a card case containing rate 





information for different exchanges in the company area. 






This condensed information will enable the employe 





to furnish cost information on the more common tele- 





phone services when requested by the customer. A color 





chart should also be made available for assisting the 






customer in determining the proper color of the hand set 






telephone that will harmonize with the surroundings in 





the customer’s home or place of business. 






A typical descriptive list is as follows: 







Desk and Wall Types Color Handset Tele- 


phones: — These are basic telephone instruments that 







are “dressed up” in attractive colors and graceful lines. 






Wall type telephones are generally located in kitchens, 





laundries, garages, furnace room, and recreation rooms. 






Desk type telephones naturally go in living rooms, dining 
y} I y | 





rooms, bedrooms, and dens. However, these telephone 






types can be installed anywhere the customer desires. 







Extension Telephones: — The home with the 






utmost flexibility in telephone service has extension 






telephones installed at locations most frequently used by 






the customer such as the kitchen, recreation room, bed- 






room, den, and attached garage. 






Extension Bells : — Extension bells may be located 






at remote locations where the customer would not ordin- 







arily hear the incoming signal. Such locations may be 






recreation rooms, garages, terraces, and basements. 





Loud ringing type bells, gongs, and horns are needed 






for noisy or open areas, such as machine shops, loading 






platforms, shipping rooms and filling stations. Single 







stroke chimes emit a musical tone which may be more 






easily heard by customers with poor hearing. 








Plugs and Jacks: — Jacks may be installed in 
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ae 
BOOSTERS 


On this and other pages of this issue is an in- 
formal catalog of the varied new products and 
services that are boosting revenues for the na- 
tion’s telephone companies. 













Model 500 Code-A-Phone telephone answering and re- 

cording instrument features electronic code which permits 

user to change his recorded announcement and play back 

all messages which have been recorded from any 
telephone. 





Stromberg-Carlson’s Pagemaster® — wide area selective 
paging with telephone answering — is now being adopted 
by several Independent telephone companies. The rev- 
enue-producing possibilities of this system have been 
thoroughly demonstrated through installation in many 
Bell System cities where it is called “‘Bellboy.” Doctors, 
salesmen, and others whose work keeps them on the 
move, subscribe to this telephone company service. The 
same opportunity for adding a profitable new customer 
service exists in the larger Independent cities; three in 
Ohio have made installations of a Pagemaster system, and 
many others are making a survey of potential users. A 
Pagemaster system figured prominently in the Inaugura- 
tion of President Kennedy, providing instantaneous selec- 
tive signalling of key personnel. Whenever an individual’s 
pocket receiver “buzzed” in response to his own assigned 
coded signal on the air, he could answer at any telephone 
by dialing predetermined digits. City-wide selective sig- 
nalling with telephone answering is the telephone com- 
pany’s answer to the various types of non-wire private 
communication systems. Its potential is just being recog- 
nized, 
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The new, all tape-operated, transistorized Electronic 
Secretary® telephone answering unit will record messages 
of variable lengths up to one hour’s duration (two-hour 
capacity is also available.) The unit, which is connected 
to the telephone line, utilizes transistors to provide low 
power consumption and ease of mainteneance. 
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Available to telephone companies for lease to subscribers 
are Electrowriter instruments which transmit any type of 
two coordinate graphic information. Can be used with 
the telephone for voice/write service, or alone for write- 
only service. Subscriber can send written sales orders, 
authorizations, drawings, etc. Top photo shows the 88T 
Transmitter; bottom photo shows the 88RF Receiver. 


locations where a permanent telephone installation is 
not ordinarily needed, such as in guest rooms, laundries, 
and garages. Weather proof jacks may be used in breeze- 


ways, and on terraces or in yard locations. 


Compact Type Handset: — This is a distinctively 
styled telephone in attractive colors, which is provided 
with a light illuminating the plastic finger wheel and 
numbers of the dial, thereby permitting the customer to 
locate the instrument and use the dial in a dark or in 
poorly lighted location. The light can be adjusted by 
means of a rheostat in the base, or the set may have a 
light that glows dimly until the handset is lifted when it 
glows more brightly. This set is ideal for bedroom and 
hallway installations. It may be used with or without 
a bell box. 

Another compact type telephone is a complete “dial- 
in-handpiece” unit which stands upright, resembling a 
vase in appearance. It thus appeals to customers looking 
for the unusual in telephone sets. It emits a musical tone 
to signal the subscriber when a call comes in and thus 
does not require a separate bell box. This set is available 


in different colors to match room decor. 


Loudspeaker Telephone Set: — This set provides 
either conventional telephone or hands-free service. The 
hands-free feature permits the customer to move freely 
about the room. In addition, other people who are in 
the room may join in the conversation by using the 
loudspeaker feature. This arrangement is convenient for 
kitchens, workrooms, offices, etc., and may be very help- 
ful to invalids who have difficulty in using standard type 
telephone instruments. 

The equipment may consist of a regular handset 
equipped with three control buttons (on-off-volume) 
and a microphone in the base with a small separate 
loudspeaker, which is suited for applications where a 
desk-type set is desired. Alternatively it may be com- 
posed of a separate microphone unit equipped with 
three controls (on-off-volume) and a separate loud- 


speaker for key systems. 


Telephone Answering Sets: — This equipment is 
ideal for professional men or salesmen who are away 
from their place of business on occasion and whose work 
does not require the employment of a secretary. One 
type of answering equipment announces a recorded 
message to the calling person, that was previously dic- 
tated by the customer. Another type announces a mes- 
sage to the calling person, also previously dictated by 
the customer, and permits the calling person to record a 
short message which may be played back upon the cus- 


tomer’s return. 


Volume Control or Amplifier Type Handset 
Telephones: — These instruments are for use by 
people with impaired hearing or in noisy locations. 


Please turn to page 96 
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additional directory listings and new 


Alert Information Operators, like Mrs. CAROLYN HAHN of S. W. Bell’s Tulsa, Okla. office, discover prospects for 
services — (Southwestern Bell Telephone News photos.) 


TRAFFIC CAN HELP YOUR 


From the alert Information Operator who dis- 
covers prospects for additional directory list- 
ings and new services, through the PBX Serv- 
ice Advisor who spots a shortage of outgoing 
trunks, members of your Traffic Department 
can play an important part in your company’s 


marketing program. 


HE past twenty-five years have demonstrated prog- 

ress in all phases of the communications industry. 
Just to refresh memories for older members of our 
family and to sketch some history for the younger ones 
we point out some items in this progress. 

In the 30’s most long distance calls were completed 
over ringdown circuits, and certain switched calls had 
to go through “repeater offices” so the transmission 
could be stepped up. Then came “pad control’ which 
was sort of a “negative” repeater meaning that the 
transmission was too high for some calls and the pads 
reduced this automatically on the shorter haul. In the 
40’s we had started on operator toll dialing. There were 
rather small networks as a start, but they developed to 


nationwide and the 2-letter, 5-digit telephone number 
became the standard. The 50’s saw the development of 
customer toll dialing of station calls which has been 
officially named Direct Distance Dialing and referred 
to as DDD. The 60’s find us developing DDD for Per- 
son, Collect, and Special calls. 

Back in the 30’s, but more pronounced in the early 
10’s (the war years), the customer often heard an inter- 
mediate operator say “NC” (no circuit) and in most 
cases then found that the originating operator had an 
alternate route for his call. Today the automatic switch- 
ing devices do the alternate routing automatically and 
so quickly the customer never knows that his call is 


being made over an alternate route. 


Selling In The Thirties 

OW let’s trace another development. In the 30’s 

every telephone employe was a salesman. We were 
all trying very hard to get customers to use our surplus 
plant and equipment. For the benefit of the younger 
members of the family, the “surplus” was there because 
we had been plunging along trying to keep up with the 
demand of the late 20’s when the economy suddenly died 
and customers left us by the thousands. We tried to get 
them back by “selling,” with campaigns and all the other 
things that go with it. We were so desperate that we 
didn’t even complete disconnect orders on the custom- 
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From the Information Operator through the PBX Service Advisor, the alert members of your Traffic Department can come 
up with information that will point up the subscriber’s need for additional services — (Southwestern Bell photos.) 


MARKETING PROGRAM 


er’s first try — but turned them over to specially trained 
people who called the customer with all the reasons for 
retaining our service. Saving a disconnect was one of 
our most important sales jobs. Emphasis was on selling 
just exactly the same as the door-to-door salesman who 
has a car full of can openers. 

In the 40’s we were so busy with the war and its 
aftermath that we couldn’t even come close to meeting 
the demand for the services the public knew about and 
wanted. 

As we started into the 50’s somebody of prominence 
in our industry said, “It’s time to sell again!” and 
everyone began to jump on the bandwagon until it was 
realized we were not operating a plant that had all kinds 
of surpluses as we were in the 30’s. There is no easier 
way of disturbing customers than to sell something then 
find out you can‘t deliver the goods. We found it was 
necessary to do some planning, to be sure we had out- 
side plant, central office equipment, and most of all, 
compensatory rates so we could make a satisfactory 
profit, 

We found that “Amos and Andy” were wrong. When 
Amos pointed out that one of Andy’s schemes would 
result in a dollar loss on each item, Andy’s answer was 
“We'll make it up on volume!” The result was that 
selling gave way to merchandising. This layman’s defi- 


nition of merchandising is “the coordination of provid- 


o 
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By D. A. PERIGO 
General Traffic Supt., 
West f ‘toast Telephone Co. 


ing the product which can be sold to the customer at 
a profit.” 

Now we come to the 60’s and things are again differ- 
ent. During the 50’s we finally began to accept the fact 
that if the customer wanted a colored hand set, that is 
what we better provide but in order to do this 
economically some of those who didn’t know they wanted 
them had to be sold. So here in the 60’s merchandising 
has developed into marketing. Again, speaking as a lay- 
man this simply means that in addition to merchandising 
established products we find new products and develop 


a demand for them. 


How Traffic Can Help 
Y THIS time, and with this line of reasoning, you 
have probably wondered “Why is a Traffic man 
writing about marketing?” (At this point, so did the 
author!) Just how can Traffic help in a marketing 
program ? 

Most telephone people think of the Traffic Department 
as “that’s the outfit that has all the operators in it.” 
That, of course, is true but we shall see there’s more 
to the department than the operators but first let’s 
look at a source of revenue where some operators can 
help. 

Alert Information operators can discover prospects 


Please turn to page 92 


ENGINEER & MANAGEMENT 49 








By FORREST J. EHERENMAN 
Information Direcivr, 
United Utilities, Inc., 
Kansas City, Mo. 






How You Gonna Sell ‘EM 











“The ‘honest-to-gosh,’ efficient farmer with an adequacy of 
a q 


land and mechanical equipment is far from destitute. He’s 
a financially good prospect for additional telephone service.” 
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“Tt’s time to visit Farmer Brown and Commuter Clarence.” 


Down On The Farm? 


EMBERS of the telephone industry are afflicted with long memories, or, 
in some cases, they are influenced by slightly older heads who remem- 

ber the Great Depression of the 1930's. 
We recall or are told, for instance, how farm prices fell, and how the farmer 
was compelled to adopt all kinds of economy measures 
just to stay alive. One of the first economy measures 


that almost every troubled farm family adopted in- 





volved the removal of the telephone. Rural telephones 
came out of service in such numbers that telephone 
companies across the nation actually removed thous- 


ands of miles of pole lines to save on local taxes and 





maintenance expense. 

As a result. we have formed a mental picture of the 
rural subscriber as one whose economic fortunes are subject to drastic down- 
ward fluctuation. Now that our wounds have healed, we're willing once again 
to provide telephone service tothe average rural users, but, at the same time. 
| we keep a nervous eye on the stock and commodity markets, expecting at any 
moment to have our worst fears confirmed. 

When we plan our sales promotion campaigns, we tend to be influenced by 
our unhappy memories, and we often confine our efforts to business and 
residence subscribers in the urban areas, automatically assuming that our 
country cousins remember the Great Depression too, and that they won’t 
want to obligate themselves to anything more than the absolute minimums in 
telephone service. 

How wrong can we be! Times have changed, to use a time-worn phrase. 
In the first place, we don’t have depressions anymore. We call them “reces- 


sions” now, and they seldom are drastic or long-lasting, because we insist 





that our elected officials take prompt pump-priming measures to alleviate 
economic turndowns. Whether or not you approve of some of the “shot-in- 
| the-arm” measures is beside the point. The fact is that national prosperity is 

presumed to depend on farm prosperity, and it has become an important 


goal of our domestic policy. 





“Same Goods — Same Services” 
HAT’S why we in the telephone business must change our mental picture : : 
ful. “ é I siness : ang al |} . “The revenue-seeking company will 
of the farmer. Farmer Brown has traded his Model T for an eight-cylinder, do well to participate in Farm 


Shows and rural-get-togethers. Even 


chrome-loaded beauty, and he often drives it to Florida in the winter. : ; 
2 the monthly meeting of the ‘Jolly 


| The farmer’s wife uses flat irons for door stops, and her biggest worry Homemakers’ Club’ provides sales 
Please turn to page 86 opportunities.” 
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Boosting 
Revenues 

[rom 

Booths 

and Paystations 










By C. D. EHINGER 


President, Citizens Telephone Co., 
Decatur, Ind. 






Automatic Electric paystation, featuring new lightweight 
handset, is available in 10 decorator colors — Model 
shown has optional anti-stuffing coin return. 






OR ME, one of the most difficult things about this 


telephone industry of ours is the fact that all of our 







net effort is directed toward serving a capricious, 

























exasperating, and totally unpredictable creature termed 
“the human being.” 

I have been asked why I enjoy working alone, putter- 
ing around with the various “too-many” hobbies which 


I have. In the back of my mind, I know the reason very 





well. Inanimate objects have no mind or will of their 
own and can follow only one law — the law of Nature. 
If I complete some piece of electronic gear, or some 
mechanical gimmick, and the thing does not operate 
as I had computed, there is only one reason: Somewhere 
along the line I, a human being, have failed to fully 
understand the only law which these objects can follow. 

In the telephone industry, we can make only feeble 
attempts to predict the behavior pattern of our customer. 
We can attempt to predict traffic usage — we can attempt 
to predict future requirements —- we can attempt to 
predict customer preferences. In all of these areas, we 
can usually be certain of a rather high degree of error 


because a human being most certainly follows more 
ITT Kellogg’s K-580 Paystation is easily installed in any 
desired location — in booths or boothettes, on counter 
tops, or it may even be used as a portable pay phone. 


than one set of laws and often breaks all of them. 
What does all of this have to do with increasing 
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our revenues from booths and paystations? Per- 
haps not very much, but it is in this very area of service 
where we are most at the mercy of the whims and 
caprices of the general public. 

Those companies which are serving hundreds of 
thousands of subscribers probably have departments 
devoted to nothing but the provision and servicing of 
booths and paystations, planning new installations, and 
forecasting future requirements. Companies of such size 
and with specific departments certainly will not obtain 
much from this article and, in fact, can probably add 
many material improvements and suggestions. 

However, for companies which are not large enough 
to have separate booth and paystation departments of 
their own, there may be some thoughts, pointers, and 
suggestions which can be applied. Before going into 
the various methods of increasing revenue, it might be 
well to quickly review the various types of paystation 
service which is used throughout the industry. They 


are the following: 


Prepay: — Before telephone can be used, a coin 
must be deposited. On local calls, the deposited coin is 
collected if the called party answers and the coin is 
refunded if the connection is not made or if the call is 
to a free number such as Information, certain PBX 
equipments, etc. On toll calls to dial exchanges the call- 
ing party dials the operator. The operator refunds the 
deposit and completes the desired connection. The 


operator can collect or refund coins at any time. 


Local Prepay: — On local dial calls, a coin must 
be deposited before dialing can proceed. On toll calls, 
the initial coin is returned as the special paystation type 
CLR trunk is seized. The coin mechanism then resets 


Alcoa outdoor telephone booths are designed to blend 

in with their surroundings. Booths are well lighted so 

users can spot them at night, and there is plenty of light 
inside. 





A compact aluminum telephone booth, introduced by 
Alcoa, is designed to enable telephone companies to 
increase their booth location. 


to “collect” position so that subsequently deposited coins 
will drop directly into the coin receptacle. There is no 
return of coins and the operator has no control. Toll 
operation is on a post-pay basis. Local prepay can be 
used with any dial exchange that provides reverse bat- 
tery for collecting initial deposits when the called party 





Alcoa’s tandem telephone booths eliminate the gap 

created when two or more single booths are placed to- 

gether. Less space is required for booths in congested areas 
such as shopping centers sidewalks and gas stations. 
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Benner-Nawman’s 
#500 Indoor 
Booth provides 
customer com- 
forts that mean 
return business. 













Benner-Nawman’s 
Junior booth is 
designed for the 
many and varied 
locations which 
are impractical 
for the _ installa- 
tion of a full-size 


booth. 


all-glass outdoor 
booth will not 
clash with exist- 
ing colors or sur- 
roundings. 
































































answers. A 60-volt booster battery is required for the 
refunding operation. 


Post-Pay : — These instruments are used in manual 
exchanges where there is an operator to handle all local 
and toll switching and to supervise coin deposits. Pay- 
ment for a call is made after the connection has been 
established. The operator calls the desired party but 
requests the deposit of coin, or coins, before she con- 
nects the called and calling lines. The coins drop directly 


into the coin receptacle. 


Semi-Post-Pay: — This type is used only with dial 
exchanges which provide for reversal of transmission 
battery when the called party answers. On local calls, the 
caller dials without depositing a coin. When the called 
party answers, line current is reversed. This reversal 
makes the transmitter inoperative. To unlock the trans- 
mitter circuit, a coin must be deposited. On toll calls, 
the operator is dialed without depositing a coin. The 
operator calls the desired number but requests the 


deposit of coins before completing the connection. 


The above list of types of equipment is a bare and 
skeletonized version. It is only my own personal opinion 
and I may get many arguments concerning this thought, 
but I feel that any type other than the “Prepay” is an 
abomination and should be banished. 

In the group of exchanges with which I am personally 
connected, we have post-pay and semi-post-pay types of 
equipment. We are constantly beleaguered by people 
using the semi-post-pay equipment who have failed to 
read the directions on the instrument and have deposited 
coins incorrectly and wish their money returned. We 
have, of course, no way of refunding the money other 
than by mail or by direct remittance if the customer 
will call at the nearest business office. 

On a recent trip through the east, I had occasion to 
use many public paystations and I remember, in par- 
ticular, a call which I made from a booth at one of the 
restaurants located on the Pennsylvania Turnpike. The 
call was a toll call and I used my credit card. 

After I had completed my toll call and had driven 
several miles down the highway, I remembered that 
my original dime had never been returned to me. | 
presume that I must have been using a semi-post-pay 
station and had failed to read the directions on the 
instrument before depositing my dime. Most certainly, 
if anyone should read the directions on a paystation 
before putting any money into it, telephone people 
should be the ones to do so and I should certainly be 
very conscious of this fact since I have so many prob- 
lems with various customers and transients who use our 
semi-post-pay stations without ever reading the di- 
rections. 

So, United Telephone Company of Pennsylvania, | 
contributed an extra dime to your operation but I cer- 
tainly will never lay claim to it as it was probably 
through my own oversight and failure to read the di- 




















Here is the tool that 
permanently anchors a 
wire loop fastener to 
concrete with less than 
ten taps of a hammer. 
There’s no drilling and 
there’s no plugging. 
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heat treatment we give our powder- 
driven fasteners). These steel drive pins 
(“nails”) and threaded studs make a 
strong, permanent, compressive bond to 
concrete. For a light-duty fastening, you 
won’t find anything stronger. 
And for the few cases—such as tile or 
glazed brick—where “tap-and-turn” work 
is unavoidable, a drill holder attachment 
is provided for converting Shure-Set into 
a superior masonry drill. Still another 
attachment fits it for use in fastening sheet 
metal to sheet metal. 
Shure-Set is on its way to becoming a tool 
box standard because of its immense ver- 
satility. And because it pays for itself by 
saving time. Usually on the very first job. 
It also saves a lot of (put your own price on 
it) perspiration. 
To find out where to buy Shure-Set nearest 
you, look under TOOLS in the 
Yellow Pages of your directory. 


It does plenty of other fastening jobs too. 
Junction boxes, conduit clips, gutters. 
Heaters, signs, Wiremold. Using Shure- 
Set you can attach almost anything to 
concrete and other masonry materials. 
And you do it rapidly. 

How is it possible? A special steel fastener 
is inserted at one end of Shure-Set, your 
hammer blow is directed against the large 
movable anvil at the other end. The easy- 
to-hit anvil concentrates the force of the 
hammer blow onto the fastener, but within 
the confines of Shure-Set’s precision bore. 
The fastener can’t waver or skew off. Every 
swing of the hammer drives it straight and 
true into the concrete. (Note: powder 
charges are not used in this tool.) 

And Shure-Set’s austempered steel fas- 
teners never bend or break. Austemper- 
ing has given them the ideal metallur- 
gical properties for penetrating hard 
construction materials (it’s the same 
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Reynolds’ alum- 
inum_ booth is 
available in any 
combination of 
clear safety glass 
panels and _ col- 
ored panels. 
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Brilliantly lighted 
Sherron “Astro- 
Dome” booth 
assures maximum 
24-hour usage. 
Translucent plas- 
tic dome lights up 
top exterior of 
booth at night, as 
well as interior, 
directing callers 
to the exact loca- 
tion. 








TELEPHONE 


The Gladwin Boothette is made of crystal-clear plastic 

topped by attractive dome with the telephone in full view 

from all directions. The telephone directory is in full 
view from all directions. 


rections before use. The point I wish to make is that | 
blithely assumed that I was using a prepay station and. 
probably, the great majority of our subscribers also 
make the same assumption. 

Getting back to the subject, what can most of us do 
to increase our revenues from our booths and paysta- 
tions? Some companies have an amazingly high’ per- 


centage of revenue from such installations. It is my 





The sign-lighted Gladwin Shelfette enables the telephone 
user to see at a glance from any position that telephone 
service is available to him. 
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LINE CARDS 
with 


HANDS 


FREE 





ACME VISIBLE V-ANGLE TRAYS 
speed subscriber service by reducing 
card-handling time 


FLIP OPEN AT ANY CARD ...... the Supported V-Angle keeps the card 
in position without being held. User’s hands are free to take notes or use 
telephone. IF CARDS ARE REMOVED for posting or replacement, special 
Measured Space Control keeps space ready for refiling, even though tray is 
in constant use. USE TRAY FROM EITHER END, thanks to Acme Visible 


Two-Way Lock-In Indexors. 





LIKE ALL ACME VISIBLE TELEPHONE EQUIPMENT, the Supported 


V-Angle Tray is designed by Acme Visible Systems Engineers working closely 
with experienced telephone operations experts. Send coupon for free litera- 


ture on full line of efficiency aids for telephone paper work. 


- 


PN Ne /ISIBLE 


World’s Largest Exclusive Makers of Visible Record Systems 
ACME ViSIBLE RECORDS, Inc. 
4108 North Allview Drive, Crozet, Va. 


Without cost or obligation, please send more 
information about your new equipment and 
systems for handling telephone records. And 
give the address of the nearest representa- 
tive in your nationwide sales and service 
organization. 

We have________line cards and 

cable and terminal records to handle. 


NAME TITLE 


ADDRESS 


CITY ZONE, STATE. 
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S“Extra-Service” 80A-S PABX 


| 


Now—you can give your subscribers the “extra service” of Leich’s popular 40A 
PABX in an 80-line stock board. 

With Leich’s new 80A-S PABX, inside, outgoing, and city trunk transfer calls are 
made without help from the attendant. Even consultation-conference service is a 
standard feature at no extra cost. Regular dial telephones without special buttons or 
equipment are used. 

A modern keyset turret keeps incoming traffic moving. By simply depressing three 
keyset buttons in sequence, the turret attendant extends incoming calls quickly and 
easily. 

All-relay Leich Dial System assures worry-free service, saves space. 

Boost your profits with Leich PABX’s. Write today for complete information. 





: 
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) COMPACT SWITCHBOARD BAY IS 72 
INCHES WIDE, 15 INCHES DEEP, AND 26-TRUNK KEYSET TURRET KEEPS INCOMING TRAFFIC MOVING 


72 INCHES HIGH 














LEICH SALES CORPORATION + 427 WEST RANDOLPH STREET + CHICAGO 6, ILLINOIS 
| | PACIFIC COAST: 11401 W. PICO BLVD.. LOS ANGELES 64, CAL EAST: 3651 CONNECTICUT AVENUE, YOUNGSTOWN, OHIO 
’ SOUTHWEST: 1227 SLOCUM STREET. DALLAS 7, TEXAS SOUTHEAST: 5126 SOUTH LOIS ST., TAMPA 11, FLORIDA * 2915 W. MOORE ST.. RICHMOND, VA. 


manufacturers of telephones, switchboards and related apparatus since 1907 











understanding that the Bell System is rapidly approach- 
ing 10 percent of total system revenue (local and toll) 
from coin stations. Many independent companies have 
correspondingly high percentages of revenue. All seem 
to be in agreement that careful study and survey can 
increase paystation revenue and do so on a profitable 
basis. Therein probably lies the problem. 

Each of us can quite easily increase paystation rev- 
enue by the mere expedient of installing large numbers 
of booths and paystations on a willy-nilly and hit-or-miss 
basis. However, each installation represents a rather 
substantial investment and it is easily possible to invest 
one thousand dollars, or more, in certain types of out- 
door installations. With this kind of money represented, 
the main problem is not so much increasing paystation 


revenue as increasing paystation profits. 


“What's The Formula?” 
ND what is this magic formula that will aid us in 
increasing profits from our paystations? Several 
years ago, G. E. Krieger, of the West Coast Telephone 


vital points concerning public telephone service develop- 
ment programs. The items presented by Mr. Krieger are 
as valid today as they were in 1953. Boiling them down, 
they are as follows: 

(1) Proper locations for new installations. 

(2) Improving service through means of adequate 
booths, location signs, and similarity of booth 
design. 

(3) Assuring prompt service by providing additional 
telephones where the traffic is high. 

(4) Discouraging the abuse of flat-rate business 
service by encouraging the public to place calls 
at nearby public telephones. 

Points 2, 3, and 4 are rather self-evident and I am 
certain that you will find many worthwhile pointers 
from the booth manufacturers and suppliers in other 
parts of this issue, however, I do feel that the proper 
selection of locations for new installations is far and 
away the most important feature and the one most often 
neglected by all of us. 

In connection with location selection, Mr. Krieger 


Company, presented a paper before the Commercial made the following excellent suggestions for considera- 


Conference of the USITA in which he presented certain Please turn to page 62 





The Suttle Shop Booth features com- 
fortable writing shelf, heavy gauge 
steel construction, perforated steel in- 
terior over sound absorbing material. 





Leich’s Paystation Tone Identifier cuts outside plant construction by allowing 
party-line paystations in areas where revenue is low or seasonal. Resort areas 
are one example. Since revenue varies widely through the year in these areas, 
it’s hard to justify the cost of providing a line to each paystation. Other 
examples are rural stores, gasoline stations, etc., where revenue is steady but 
never high enough to make paystations big profit-makers. The Tone Identifier 
makes party-line paystations possible in these cases. It provides the operator 
with an identifying tone when answering a call originating from a party-line 
paystation. Used with postpay paystations where all collection of coins is under 
the supervision of an operator after the charge becomes payable. It cannot 
he used with semi-postpay paystations. Recommended for use on subscriber 
lines at stations equipped with a standard desk or wall instrument and an 
auxiliary coin collector, May aleo be used with self-contained manual post-pay 
payetations, to which «a dial may be added for use in automatic exchanges. 


Suttle “Drive Up 
Walk Up Booth” 
allows user to re- 
main in his car 
and make a 
phone call. 





60 YOUR JULY 15, 1961 TELEPHONE ENGINEER & MANAGEMENT 





»———.- 





Introducing the RCA MM-600 Microwave 


for high density, long-haul systems 


New RCA MM-600 Microwave Equipment has 
been designed to meet the exacting transmission 
requirements of Common Carriers. Operating 
in the microwave band of 5925-6425 me, it will 
carry 600 voice channels or an equivalent video 
signal for distances in excess of 3000 miles. 


This new equipment will be used by Western 
Union Telegraph Company for their new Trans- 
continental Microwave System consisting of 
over 200 stations. This gigantic communica- 
tions complex will provide facilities for data 
handling, facsimile, telegraph, television and 
other services. 


The MM-600 meets or exceeds the CCIR/ 
CCITT performance standards for Interna- 
tional telephone and TV services. A controlled 
baseband spectrum up to 10 mc is available for 
other video applications. Standard r-f channel 


Send for complete information on this important 
product that combines RCA reliability 
and high capacity long-haul communications. 


in Electronics 
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The Most Trusted Name 


RADIO CORPORATION OF AMERICA 


allocations fully coordinate with the Bell TH 
system and other allocations can be provided 
to meet individual requirements. Baseband 
combiners and switches are available to pro- 
vide either diversity or fall-back circuit pro- 
tection. Service Channel and Supervisory 
Equipment is engineered to meet individual 
system requirements. Continuous status reports 
from each station are transmitted to the con- 
trol stations by a computer type code of high 
security. 


The MM-600 uses a conservatively chosen 
combination of solid state and vacuum tube 
devices to insure top performance and long- 
termstability. A newly developed traveling wave 
tube using a replaceable glass envelope is used 
in the transmitters for long life and low replace- 
ment cost. 


Microwave Equipment, Dept. XC 
Building 15-5, Camden 2, N. J. 


NAME ————— _ 





COMPANY 


ADDRESS 


Fasslieneiianenitaetiantiamntiaentiontinnntantiaentammaetiatentandiaatae 


RADIO CORPORATION OF AMERICA 
-430 





New RCA MM-600 Microwave Equipment 


Please send me data sheet on RCA MM-600 
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tion before actually locating new booths and paystations: 

(1) Do traffic studies indicate heavy vehicular traffic? 

(2) Is the location conspicuous? 

(3) Is there plenty of parking area near the proposed loca- 
tion? 

(4) Is the location hazardous? Are there open ditches, 
unfenced walls, or other hazards? 

(5) During what hours is the agent's business open? 

(6) Is the location well lighted? Can electrical connections 
be easily made to the booth? 

(7) Is the location reasonably permanent? 

(8) Does the proposed location indicate that the booths and 
surrounding area will be kept clean? 

(9) Will the paystation light be kept burning after the 
business is closed? 

(10) Will it be an unusually expensive installation? 

(11) Can the location be made without interfering with the 
ingress or egress of general traffic to the agent’s property? 

(12) Is there appreciable foot traffic supplementary to the 
vehicular traffic? 

(13) Will the agent supply change-making facilities? 

(14) Are there other paystations in the neighborhood — and 
how well are they doing? 

(15) Is the business an active and substantial one? As an 
example, how much gas is a service station pumping? 

(16) Does the customer have semi-public service now — and 
how well is it doing? 

(17) Will guard posts and cement bases be needed to prevent 
damage to the station? 

(18) What signs are necessary? 


If most of the answers to the above questions are 
satisfactory to you, then you can be reasonably assured 
that the installation will not only be successful from the 
amount of revenue but also from the profit angle. 

It would appear, from the point made above, that 
no hard and fast rule can be laid down, since circum- 
stances vary in every exchange and every location. | 


believe that nearly everyone will agree that a tremend. 
ously high percentage of our revenue from paystations 
is revenue which we would not have otherwise had — 
in other words, it is excess revenue that would have 
by-passed us if the paystation had not been there to 
attract the customer’s attention at the right time and 
the right place. 


“An Intangible Benefit” 
ee is another intangible which cannot be equated 
on the balance sheet and that is the company image 
in the public eye. I know there are many times when 
some of my subscribers and, mainly, transient customers 
take a very dim view of the service which my company 
is rendering when they lose some of their money in our 
semi-post-pay stations. I know that I probably will 
never be able to justify the capital investment for the 
relatively small number of paystations which we are 
operating but — somehow or another, — I hope that 
I can get rid of those “dissatisfied-customer makers” and 
convert over to a strictly “prepay” basis! 

Spend a few minutes and check the percentage of 
your total gross revenue which is collected in the pay: 
stations which you are operating. If it is substantially 
below ten percent, then you may have some profitable 
revenue which is yours through the mere expedient of 
investing the additional booths and equipment neces 
sary and spending the time to carefully select proper 
locations. Those extra dimes and toll calls can add up 
to a lot of money in a year’s time! — C. D. Ehinger. 


It is anticipated that this confer- 


Telephone Conference System 
Is New Revenue Booster 


IDAY there are several subscrib- 

er products other than the reg- 
ular voice channel from which rev- 
enue can be derived by telephone 
companies. One of the many items 
presently being marketed and in use 
is a loudspeaking telephone system 
having increased capabilities over 
“hand-free” units. 

Known as the Altec 7302 Loud- 
speaking Telephone Conference Sys- 
tem it is capable of allowing its users 
to talk and listen by means of micro- 
phones and loudspeakers located in 
large rooms and allowing the speaker 
or speakers to talk up to 15 feet 
away from the microphone. It uses 
the 460 type compressor amplifier to 
maintain uniform volume for both 
the talker and listener and does not 
“switch gain.” It is open in both di- 
rections at all times so that there is 
no dipping or switching from the 
nearest to the furthest talker under 
noisy conditions. 


The system maintains uniform talk- 
ing and listening levels regardless of 
the distance of the call, and the qual- 
ity of voice reproduction assures 
quick recognition of all voices on 
both local and long distance calls. 


15189 HYBRID 


ence system fills a long expressed 
need of large national concerns who 
require frequent group consultations 
among executives in distant offices in 


Please turn to page 84 


13594 "LOOP-BACK" RELAY 


Altec Lansing’s No. 7302 Loudspeaking Telephone System allows users to talk 
and listen by means of microphone and loudspeakers located in large rooms, 
and permits the speaker to talk up to 15 ft. away from the microphone. 


62 YOUR JULY 15, 1961 TELEPHONE ENGINEER & MANAGEMENT 





ras 


ne 


F Si 


Teletype equipment in Data-Phone service 


All Teletype sending and receiving equipment— 
page printers, tape punches and tape readers—can be 
used in Deita-Phone service, the new Bell System meth- 
od of data transmission via regular telephone lines. 


Data can be speeded over local or long distance 
lines—to u single destination or to several destinations 
simultaneously. The data can be received on plain 
message paper . . . punched paper tape . . . or margin- 
ally perforated business forms of almost any size. 
And always there is a “home record” of what is sent. 


Significant paper work simplification and time 
savings can be achieved in handling accounting and 
billing information, inventories, payrolls, invoices, 
sales orders, ticket pick-up and numerous other kinds 
of business detail. If desired, punched tape can be 
obtained as a by-product of both sending and receiv- 
ing operations, for later use with business machines. 


A growing number of firms are already using 
Teletype equipment over Data-Phone circuits. For 
example, companies that purchase large quantities of 
airline space place orders by phone, then receive 
tickets on Teletype printers right in their own offices. 
With this method, tickets are received faster, mes- 
senger service is eliminated, and records for account- 
ing purposes are automatically provided. 


Teletype Corporation manufactures page printers 
and tape units such as the Model 28 equipment illus- 
trated above for the Bell System and others who 
require the utmost reliability from their data com- 
munications facilities. 

If you would like to investigate the advantages 
of Teletype equipment for your business, write to 
Teletype Corporation, Dept. 66-G. 5555 Touhy Ave- 
nue, Skokie, Illinois. 


TrEeLe TYP 


CORPORATION ® sussioiny of Western Electric Company inc. 
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People on the move 
need paystation 





People need paystations. Every 24 hours, Americans travel over a 
billion miles on wheels alone. You see the result of this movement everywhere—in 
shopping centers and parking lots...in gas stations and drive-ins...in motels and new 
roads. And, in each of these locations, people need quick, convenient communication. 


They need paystations! 
What are the best spots for paystations in your area? It’s easy to find 
out. Write for a free copy of our handy Survey Simplifier. It helps you find the best 


spots for paystations in your community. For your free copy, just write Automatic 
Electric Sales Corporation, Northlake, Illinois. In Canada, Automatic Electric Sales 


(Canada) Ltd., 185 Bartley Drive, Toronto 16. 
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GAS STATIONS 


AUTOMATIC ELECTRIC 
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WASHINGTON 


OBSERVATIONS 


FCCand AT&T 


Discuss Interstate Earnings 


REPORT 


Interstate telephone earnings and rates to be discussed at 


FCC-AT&T meeting. Chairman Minow tells TE&M his 


ON CELLER 


views on interstate earnings — and the outlook of the FCC — 


have not changed since his testimony before the Celler sub- 


HEARINGS 


committee. 


By ROLAND DAVIES and FRED HENCK 


4 bape outcome of a July 10 meeting between the Fed- 

eral Communications Commission and representa- 
tives of the American Telephone & Telegraph Co., to 
discuss interstate telephone earnings and rates, may be 
known by the time this issue reaches subscribers, but 
on the eve of the session the prospects looked very much 
against it. 

It has been suggested to the FCC that it might be 
advisable to issue some sort of statement after the meet- 
ing is held, unlike past sessions between the two organ- 
izations carried on in secrecy. But the situation ap- 
pears far too complex for the Commission to take im- 
mediate action following the meeting, and it does not 
appear likely that any agreement would be negotiated 
at that time. 

Announcement of the scheduled July 10 meeting came 
in an appearance by FCC Chairman Newton N. Minow 
before the House Judiciary antitrust subcommittee head- 
ed by Rep. Emanuel Celler (D., N. Y.), long-time critic 
of the Commission’s rate regulation in the telephone 
field. Rep. Celler has been beating the drums for an in- 
terstate telephone rate reduction ever since he held 
hearings several years ago on the 1956 Bell System- 
Justice Department antitrust consent decree. 

Immediately prior to the scheduled AT&T-FCC meet- 
ing, Chairman Minow told this publication his views 
on the subject of interstate earnings — and the outlook 
at the Commission, as he saw it — had not changed 
since his testimony a few weeks earlier before the Cel- 
ler subcommittee. 

In his statement to the committee, Mr. Minow had 
laid considerable stress on the Commission’s then up- 
coming decision in the long-pending private line rate 


case — awaited momentarily as these lines were written. 

In view of the obvious interest of the entire telephone 
industry in this subject, and the fact that the only press 
coverage at the Celler hearings from the non-broadcast 
business press was by Telecommunications Reports, also 
representing Telephone Engineer & Management there 
follows a fairly extensive report on this phase of the 
hearings. 

In putting considerable emphasis on the upcoming 
private line decision as laying the groundwork for fu- 
ture rate rulings in other fields, Mr. Minow explained 
that while “no definitive determinations will be made 
in this proceeding of a fair return for the total inter- 
state operations of the Bell System,” the FCC will “of 
necessity be required to make several other determina- 
tions which, in principle, will have a direct effect or 
bearing upon any evaluation of Bell’s total interstate 
revenue requirements for ratemaking purposes. 

“For example, we will pass upon the question of the 
components that may properly be included in a rate 
base to which a given rate of return is to be related. In 
other words, the Commission, in the private line case, 
expects to resolve such questions as whether to make 
allowance in Bell’s claimed rate base for working cap- 
ital, materials and supplies, and plant under construc- 
tion, to identify some of the more important items that 
have been a matter of controversy in the general tele- 
phone ratemaking field. 

“Also, it will be of interest to this committee that 
the private line proceeding placed in issue the reason- 
ableness of Western Electric’s prices and profits with 
respect to equipment and services furnished by Western 
to its affiliated telephone companies in the Bell System. 
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What goes on in here? 


It’s what goes on inside the compact housing of 
Holan’s 5400 Earth Borer that makes it the most 
powerful derrick-suspended digger in the field. 

It’s here that Holan’s exclusive planetary “gear 
train” takes power from the hydraulic motor and 
harnesses it for the toughest digging. 

The first and second planets are engaged for nor- 
mal digging. The third planet is added to the “train” 
for boring in frozen or rocky soil — enabling the 
digger to develop 8,400 pounds of torque. 

Two levers operate the gears. For spin speed, only 
the first planet is engaged by pulling up the speed 
selection lever with a lanyard. When released, a 
spring-loaded shifting fork returns the borer to two- 
planet operation for normal digging. The high- 
torque planet is engaged to work with the first and 


second planets by a second shifting fork located lower 
on the housing. 

Holan’s “gear train” use of the planetary system 
gives you fast spin, normal digging, and 8,400 
pounds of torque with augers up to 30” — all in the 
same digger. And it can be used on any Holan derrick 
except the Model 25C. 

Look into the 5400 (patents applied for) before 
you buy any digger. Write us — or call your Holan 
Field Representative — for complete details. 

Holan Corporation, 4100 West 150th Street, Cleveland 35, Ohio 


Subsidiary of THE OHIO BRASS COMPANY 
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In response to this issue, Western Electric and AT&T 
made extensive presentations of the type made by the 
Bell System companies in their intrastate rate proceed- 
ings before state commissions in justification of those 
prices and profits. Thus, the FCC will now be in a po- 
sition to assess, on a formal record, the merits of such 
presentations.” 

It was at this point that Chairman Celler made one 
of several similar observations that the interest of the 
subcommittee in interstate telephone earnings is re- 
stricted to the impact of their regulation on antitrust 
matters. In the past, he or the subcommittee on a num- 
ber of occasions have urged rate reductions or formal 
rate proceedings by the FCC without limiting the area 
of interest. 

Discussing interstate telephone earnings generally in 
his prepared testimony, after his announcement that 
the next meeting with AT&T representatives on the sub- 
ject is scheduled for July 10, Mr. Minow declared that 
the FCC has been giving interstate earnings “careful 
and continuous study,” and that it has held “several 
comprehensive discussions” with AT&T spokesmen. 

He added, “The Commission expects to be in a po- 
sition to arrive at some definitive conclusion in the 
very near future as to what action, if any, is warranted 
in the circumstances.” 

The FCC Chairman noted that the $50,000,000 rate 
reduction in 1959 was initiated at a time “when it ap- 
peared that the Bell System’s earnings from its inter- 
state and foreign services were maintaining a going 
level of about 7.7% related to its net book cost of tele- 
phone plant. It was anticipated at the time of the ne- 
gotiation that the $50,000,000 annual reduction would 
produce a going level of earnings of about 7.0%. 

“However, principally because of a continued high 
rate of growth in interstate telephone business, the an- 
ticipated level of 7.0% has been exceeded. Thus, the 
year 1960 produced an earnings ratio of 7.8%. The 
current year 1961 appears to be continuing at a high 
level, although some lessening in the rate of growth of 
telephone business has occurred as a result of the an- 
nual slowdown in general business conditions. 


“Parenthetically, it should be noted that the per- 
centages cited above are computed by relating net op- 
erating income to a rate base composed only of net 
book cost of telephone plant, thereby excluding from 
the rate base certain items, as mentioned previously, 
which are the subjects of controversy. Inclusion of some 
or all of these disputed items would reduce those per- 
centages by about 2/10 or 3/10 of a percentage point.” 

Answering a series of questions by Subcommittee 
Counsel Herbert N. Maletz (frequently after consulta- 
tion with FCC Assistant Common Carrier Bureau Chief 
Bernard Strassburg —- who accompanied Mr. Minow 
to the witness table, along with FCC General Counsel 
Max Paglin and Broadcast Bureau Chief Kenneth Cox) 
— Mr. Minow said the “calculated result” of the 1953 
rate increase of $65,000,000 a year was to bring the 
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Bell System’s interstate rate of return up to 6.5%. 

Mr. Maletz asked if the results of the rate change, 
since 1953, have not been to produce interstate earn- 
ings “considerably in excess” of the 6.5% level men- 
tioned in 1953, and Chairman Minow responded that 
while this is true, the growth in the level of business, 
and technological advances in the art of telephony, have 
had an effect. 

The subcommittee counsel elicited the information 
that the Bell System’s interstate rate of return for the 
first quarter of this year, on the net book cost rate base, 
was 7.6%, and he read figures on rate of return since 
1953 showing generally an annual level, on that base, 
of 7% or above, ranging up to 7.8%. 

Pointing out that it is calculated that to bring AT&T’s 
interstate rate of return down 1/10 of a percentage 
point would require a rate reduction of $9,000,000, he 
asked if it were true that a reduction to 6.5% last year 
would have required a rate cut of $117,000,000. Mr. 
Strassburg replied that it would have, “on the basis of 
that calculation.” 

Mr. Minow noted that the rate of return, in the FCC 
view, cannot be “frozen,” because of the relationship 
of the return to the problems of raising money. He add- 
ed that the FCC’s 1953 decision was based on the view 
at that time that the “range of reason” was 6.5-7%. 

He told Chairman Celler he and the FCC are “con- 
cerned” with the present level of earnings, and that 
telephone rate regulation is “one of the most important 
responsibilities” of the FCC. AT&T, at a meetirig with 
the Commission in January, explained the problems 
and importance of its then upcoming stock financing, 
and the impact on it of its earnings level, he recalled. 

Rep. Celler, observing that “we are not the commit- 
tee that goes into rates,” but that Judiciary is inter- 
ested “in the results that flow from failure of divesti- 
ture of the Western Electric Co.,” said he assumed that 
there would always be at issue, in rate matters, the 
question of the reasonableness of Western Electric’s 
prices and profits. As he had earlier in discussion of 
the private line rate case, Mr. Minow said the FCC 
hopes to resolve a “lot of these questions” in that pro- 
ceeding. 

The FCC Chairman told Rep. William M. McCulloch 
(R., Ohio) that Bell System rates have “some bearing” 
on the charges of smaller telephone companies, and he 
added that interstate rates are usually less than those 
for equivalent distances over intrastate routes. He agreed 
that the smaller companies rely on the Bell System’s na- 
tional network, and when Rep. McCulloch observed that 
“freezing” the rate of return might affect the growth 
of the national system, Mr. Minow commented, “That 
view is often expressed at FCC meetings.” It is a matter, 
he added, of “balancing” the various considerations 
involved. 

He said, in reply to a question by Rep. Byron G. 
Rogers (D., Colo.) that the FCC does not have the 
information it needs to “proceed with” the July 10 
conference, except in the private line area. 







































































NEW...ALTEC LOUDSPEAKING TELEPHONE SYSTEM FOR 






INTER-OFFICE TELEPHONE CONFERENCES COAST-TO- COAST 


Seemann: Ate 





Now, Derive Unlimited Extra Revenues 
from Existing Lines with This Impor- 
tant Advance in Telephone Service! 


Coast-to-Coast inter-office telephone conferences with many talkers at 
each location are now possible with the new ALTEC 7302 Loud- 
speaking Telephone System. The 7302 is a fully transistorized system 
that maintains uniform talking and listening levels regardless of distance 
with speech transmission of such great fidelity that familiar voices are 
recognizable instantly. With an effective audio coverage of a large size 
executive office, the system offers freedom of movement and comfort- 
able hands-free operation to large groups of talkers. 

The 7302 operates on existing telephone lines in conjunction with type 
510 set or equivalent. Associated ALTEC equipment includes the 755C 
Loudspeaker and one of the following ALTEC Cardioid Microphones: 


WAYS TO SAVE TIME, 
LABOR AND MONEY 


FOR JUMPER WIRE, 

this knee-high unit is the ideal 
go-anvwhere carrier. Four 9” 
reels are easily loaded with full 















HYKON coils 1000 ft. of #22 Jumper 
PORTABLE Wire, etc. Prevents tangling, 
DISPENSING kinking, broken coil storage 


problems. (Larger reels are also 
available.) 








REEL 


Measure wire anywhere with 
FAST, ACCURATE HYKON 
WIRE METER 


Takes wire, cable . . . anything flexible up to 
2” diameter. Reads to 1000 ft.; instant reset 
to zero. Larger model reads to 10,000 ft. Dials 
are easy to see. -Ask about related equipment. 





EASIEST, QUICKEST, SAFEST METHOD TO 


SET UP BIG REELS! 


Simple, solid REELIFT for all reels 


ox 
“7 








NO LIFT! up to 48” diameter beats hoists, 
ust TILT! jacks or rollers. One man 
J can raise 1000 Ibs. Two men 





set up a ton ready to reel off 
wire within 5 minutes. 


MANUFACTURING COMPANY 
BOX 923-KD * ALLIANCE, OHIO 





f0” ree caTALoc 
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Models M-30, 683A, or 685A. The 7302 mounts in standard 19” relay 
rack and occupies only 13%4” rack height. Power is supplied to the sys- 
tem from central office or PBX quiet battery supply of 24-26 v DC. 
This system—now in use by a nation-wide retailer and a drug chain— 
provides the answer to their needs for instant consultation among their 
executives at branch offices throughout the country. With this system, 
you can now fill the many requests for this type of service from broker- 
age houses, military command facilities, and any organizations requiring 
group discussion of problems among specialists in separate locations. 
For complete information write TE-7, 


© 1961 Altec Lansing Corporation 
ALTEC LANSING 
CORPORATION 


A Subsidiary of Ling-Temco Electronics, inc. 


1515 SOUTH MANCHESTER AVENUE, ANAHEIM, CALIFORNIA 
NEW YORK e@ LOS ANGELES 








NATCO CLAY CONDUIT 





Multiple Six-Way 


for 


PERMANENT PROTECTION 
OF UNDERGROUND CABLE 


Natco Clay Conduit is furnished in both single and 
multiple duct for the permanent protection of under- 
ground telephone, telegraph, signal, power and lighting 
cables against fire, corrosion, electrolysis, mechanical 
injury and chemical attack. Write for catalog. 


SINGLES TWO-WAY THREE-WAY FOUR-WAY NINE-WAY 


natco corporation 


327 Fifth Avenue, Pittsburgh 22, Pennsylvania 
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“Talking A Mile A Minute’ 


(Continued from page 34) 

have one series, truckers have another, farm implement 
service organizations another, etc. — and there are no 
cross-over privileges. A trucker cannot operate in the 
group assigned to implement farm machinery organiza- 
tions. This means not only that the implement organiza- 
tion does not have exclusive use of its channel, but will 
probably share a frequency with rival implement 
dealers. 

The awkwardness of this situation is compounded by 
the fact that with simplex (single frequency) channel 
assignments, everyone on that channel will hear every 
message, regardless of the organization from which the 
transmission comes! 

To be sure, it is possible that a user may start out 
being the only one on a channel. However, it is inevit- 
able that others will join him, and there is nothing he 
can do except cooperate with his co-channel user to 
make the situation as bearable as possible. 

Tone devices are available which will prevent a system 
from hearing “Foreign” transmissions. However, there 
is no way for a user to prevent someone else listening to 
his conversations without using extremely expensive and 
complex military-type scrambling equipment. 

The telephone company system eliminates virtually 
all of these conditions. To begin with, the F. C. C. pro- 
tects the telephone company’s channel. Once granted, 
the telephone company has exclusive use of the channel. 
The system is not an open carrier system, since it uses 
signalling to select and activate the radiotelephones and 
to gain access to the base station. 

Most systems also employ a “lock-out” technique 
which disables the audio in all radiotelephones except 
the one(s) selected by the calling party. Even if it didn’t 
have this feature — since telephone systems use handsets 
rather than microphones and speakers — for a user of 
the telephone system to monitor another would require 
the curious one to drive along with the handset perman- 
ently clasped to his ear waiting for a call to be placed. 
As mentioned, however, most equipment employs a 
“lockout” feature which does not deliver audio to the 
earpiece except when that particular unit has been 
selected, preventing even the latter practice. 

The upshot of this mobile system disadvantage is 
that the contents of conversations must be limited to 
only innocuous information and the critical messages 
must await the privacy of a telephone. Again, a clear 
advantage for the telephone company. The radiotele- 
phone system design provides privacy, and the tele- 
phone company controls the number of mobiles that 
will be assigned to any one channel. 

(6) Freedom of Message Content: — In virtu- 
ally all of the F.C.C. services available to business the 
nature of radio traffic is severely restricted to the 
“mechanical” operation of the business. 

For instance, a heating service organization may use 
the radio to dispatch trucks to a repair scene. However, 


the driver may not request credit information to learn 
whether he should collect immediately or allow the 
customer to charge the services. 

Also, many heating organizations are in the plumbing 
business, and even though the same trucks and person- 
nel are used in both — the radio may not be used to 
carry on an exchange pertinent to plumbing. In no case 
could sales people use the radio where it can be of 
tremendous advantage. There is justification for this 
type of restriction which is a separate subject. However, 
these restrictions do exist, and they do reduce the utility 
of private systems or invite rule violation which is pun- 
ishable by license revocation, and/or heavy fine (up 
to $10,000). 

There is, of course, no such traffic content stringency 
on radiotelephone usage. 

(7) No Delay in Licensing: — A new customer 
of the telephone company may gain mobile radio service 
immediately following the equipment installation. The 
private user must await the grant of an F. C. C. permit 
which at a minimum requires 30 days, with a normal 
period of 60-90 days and a year or more not uncommon, 

Picture a construction organization bidding on a 
project that will last eight months. It is not inclined to 
purchase equipment until it gets the job, and likewise 
the company is not inclined to bother with licensing 
until that time. When it gets notice to proceed, every- 
thing breaks loose, and the service is wanted and needed 
immediately. With the license period and the equipment 
procurement time, four months can easily pass and the 
project is half over. Of course, the construction organ- 
ization can possibly shorten the waiting time with special 
showing of need to the F. C. C. and authorizing over- 
time to suppliers. However, both practices are expensive, 
while the availability of a telephone company’s normal 
service is measured in hours rather than months. 

(8) “Infinite” Range: — Perhaps the most gen- 
eral shortcoming of a private system is range. Rarely 
does a private radio user have the range he needs. Even 
with adequate funding — there is still a limit to how 
much antenna gain, tower height, transmitter power, 
etc., can be applied, and the private radio user finds 
the range of his system limited. 

With radiotelephone, the private radio users base 
rate range will undoubtedly exceed that which he could 
do for himself, and with access to the toll operator, he 
has nationwide — actually international — “range.” | 
had to list this last simply because there are not sufficient 
stations to allow a telephone company to tell a user that 
he can have service anywhere in the country. However, 
such service is not far off, as the first essential — equip- 
ment capability that permits operation into the variety 
of central office arrangements throughout the country — 
has been accomplished. A telephone company’s initial 
installation will be placed in service for the benefit of 
local subscribers. Yet, as each new system is installed, 
the usefulness for all users throughout the country is 
increased and each user can regard the new station as 
an extension to his own “range.” (To Be Continued) 
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Extra revenue mobile service costs you less with Motorola on the job! 


Two-way radio is the heart of your telephone-in-the-car service, and 
with Motorola, you are assured of the greatest dollar return on this 
extra-profit subscriber service. Here’s why: Motorola equipment is 
engineered to telephone standards by the industry leader in 2-way 
radio. Motorola base station radio works into your exchange simply, 
automatically—no operator is required. ™ In the car, Motorola 
makes “‘dialing’’ simple, too. The compact pushbutton “‘dial” unit 
has inside lighted pushbuttons for quick, sure operation...the hand- 
set is mounted right on the front...the unit can be placed conveniently 
to the right or left of the driver. Only Motorola provides 2-way reacio 
with completely transistorized receiver and power supply. This is 
the radio that sets top performance standards...provides lowest 
operating costs in heavy duty services, including: police, construc- 
“pen ee oo tion, power utility, petroleum and transportation. And full Motorola 
and let us show you how Motorola’s radio contract maintenance is available, ready to keep your radio- 
Spe promeeen. ae weer telephone profitably geared to the high service level that you provide 


profitable telephone-in-the-car for your land subscriber. 
service, simply and easily. 


MOTOROLA pusHBuTTON RADIOTELEPHONE 


; \ Motorola Communications & Electronics, Inc., 4501 Augusta Blivd., Chicago 51, Ill., A Subsidiary of Motorola Inc. 
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“Sell More—Earn More” 


(Continued from page 30) 





petition. On every side we find other companies over 
150 of them in the business of manufacturing and selling 
communications services of all types. Competitors are 
bidding against us, with increasing success. The decision of 
the FCC to open the radio spectrum over 890 megacycles 
to “all comers” might well result in the loss of much of 
our long distance and private line business to privately- 
owned microwave systems unless we do something to pre- 
vent it. 

“Tt has been estimated that the Bell System is losing in 
the neighborhood of 30 million dollars annually in potential 
toll and private line revenues, as result of the private 
microwave systems now in use. If these systems continue to 
grow at their current rate — and the ‘890’ decision really 
makes this more than a possibility — this loss might well 
rise to $60 to 70 millions by 1965. Furthermore, other tolls 
which might be ‘diverted’ to these systems may total as 
much as a billion dollars, or 15 per cent of all Bell System 
revenues, 

“Competition is equally keen in fields other than private 
microwave. For instance, a recent survey in our own com- 
panies revealed that, during a two-month period, 13 different 
suppliers bid against us for the provision of 28 different 
intercommunicating systems. Our customers last year spent 
over 100 million dollars for privately-owned intercom facili- 
ties which they purchased from our competitors rather than 
using the services we provide. . . .” 

Mr. Jacob’s remarks serve to emphasize that the 
telephone industry’s competition is real: It is the sharp, 


Dataspeed, latest development in teletypewriter facilities, will be offered by the 
Bell Telephone System during the fourth quarter of 1961. This high-speed 
paper tape transmission system utilizes Data-Phone to send information over 
the regular telephone network at 1,050 words per minute (750 bits per second). 
It will be more than ten times faster than the fastest teletype machines now 
available and will offer substantial savings in transmission charges. Pictured 
above are prototype models of the Dataspeed tape punch or receiver (left) and 
the tape reader or transmitter (right). At far left is the Bell System’s #28 
Teletype with tape reader and punch attachments. It produces punched tape 
for transmission and converts tape received to page copy. 










hard-hitting, go-get "em kind of competition that each 
telephone company must meet head on with an aggres- 
sive sales organization. 

Telephone operating companies have gone at the 
proposition in their usual thorough manner, and a 
number of companies are experiencing highly satisfac- 
tory results from their marketing programs. 

Their selling efforts are not confined merely to plans 
for encouraging non-subscribers to become subscribers 
to telephone service. The proposition of gaining new 
subscribers is of course a basic endeavor in all telephone 
selling campaigns, and the old selling stand-by of adding 
extension telephones is still a close second. 

But today’s telephone marketing program is not 
limited only to gaining telephones and extensions. It 
also sells upgraded service, special apparatus for meet- 
ing particular needs of the subscriber, and various other 
applications of telephone service. 

Obviously, various types of service are offered only 
when and where the telephone company’s plant and 
equipment situation allows them to be supplied without 
delay. But, it is reported, practically every telephone 
company can provide some services or special apparatus 
that can be sold. 

Marketing programs have in some cases developed 
the fact that there are many types of special service that 
are useful to various telephone users, and that can be 
supplied by the telephone company without departure 


Motel-hotel service features are avail- 
able with Leich PABX’s. Top photo 
shows the 40M-PABX Message Wait- 
ing Turrett. By operating a key on 
this cabinet the attendant flashes a 
message waiting lamp on a guest’s 
telephone. When the guest returns, 
he knows by the visual signal that the 
attendant has a message for him. Bot- 
tom photo shows the message Register 
Cabinet which counts the number of 
city calls placed by each guest. 
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Puregas Pressurized Systems 


at work for... 


Tue Unirrevp TELEPHONE CoMPANY 
or PENNSYLVANIA 


POST OFFricck BOX 120 


236 NORTH SECOND STREET 
HARRISBURG, PENNSYLVANIA 


J. HOWARD FEDERHOOF 
Staff Engineer 


April 12, 1960 


Puregas Equipment Corporation 
578 Oak Street 
Copiague, L.I., New York 


Dear Sir: 


We have been well pleased with the results we are receiving 
from Puregas Equipment used to pressurize our cable plant. 

We place all cable, aerial and underground, which includes 
Exchange, Toll and Combination Toll of various sizes and 
lengths in a given exchange area under air pressure and have 
achieved very good results Our cable trouble caused by 
water has been entirely eliminated in these areas Interrup- 
tion of service on toll lines as well as our subscriber lines 
is our most important concern and how much this has prevented, 
we cannot begin to estimate. 


One district alone, comprising 130 miles of cable, has been 
trouble-free of water for nearly three (3) years. The use of 
air pressure also permits us to locate breaks in the sheath, 
bad joints and bullet holes before they can cause trouble 

As a result of this, our cable plant is kept in A-1 condition 
and permits us to do this work in good weather and during 
regular working hours, thus eliminating overtime for clearing 
and repairing cable trouble. 


Based on our past results we propose continuing our air pressure 
work until all the cables are under air. 


Very truly yours, 


a bk, 


ff Engineer 


Model 1500 The United Telephone Company of Pennsylvania has installed or 

ordered 24 Puregas Air Dryers to date . .. to find out how your 
Air Dryer exchange can just about eliminate emergencies with a low cost Pres- 
surizing Program, send for the complete Puregas “Cable Pressuriz- 
ing Equipment” Catalog. 


PUREGAS 
EQUIPMENT CORP. 
578 Oak Street, Copiague, N. Y. 


YOUR JULY 15, 1961 TELEPHONE ENGINEER & MANAGEMENT 





73 


re en 





from its basic undertaking of supplying standard tele- 
phone service. 

This whole concept of marketing telephone service is 
a long step forward for the telephone industry. It marks 
an important departure from the old concept that all 
the telephone company had to sell, or should supply, 
was “local and long distance service.” 

This new concept, without in any way impairing the 
old, broadens that base considerably. One important 
element of the new concept is that it takes cognizance of 
the fact that different subscribers have different wants 
and needs — and there must be literally thousands of 
cases where the subscriber is anxious to have special 
applications of telephone service — and is quite willing 
to pay the rate that makes such use of the telephone 


possible to him. 


*Sell More — Earn More” 
ANY old-timers may remember the lecturer who 
toured the country year after year, for a number 
of years, presenting just one lecture which he called 
“Acres of Diamonds.” 

The story of the lecture, as we remember it, was that 
of a fellow who travelled the world over looking for 
something of value — and then came home and found 
it in his own back yard. 

There is much evidence indicating that today many 
of the nation’s telephone companies are finding some- 
thing of value in, so to speak, their own back yards — 
or at least their operating territories. Not a diamond 
mine of course, but additional revenue. 

Many new ideas and new things have been developed 
in recent years, which are helpful, if put to use, by the 
way of producing additional revenue. (See accompany- 


é 


LOUISE ALEXANDER, right, cashier for The South- 
western States Telephone Co., Rusk, Texas, discusses the 
merits of the new “Petite” telephone with SUE VINING, 
junior student at Rusk High School. Sue has a color tele- 
phone in her bedroom at home, but wants to replace it 
with a “Petite.” Her parents, Mr. and Mrs. W. M. (Bill) 
Vining know the merits of a “well-telephoned home.” 
The Vining home in Rusk is equipped with two straight 
lines, and there are seven instruments located throughout 
the house. 


ANN HERRING, Miss North Carolina, demonstrates the 
“Petite” Phone for the United Telephone Co., of the 
Carolinas, Inc., Southern Pines, N. C. 


ing tllustrations.) Even if this auxiliary revenue does 
no more than make unnecessary another increase in 
exchange rates, it will have served a very useful purpose. 

A graphic illustration of what can be done in this field 
is the installation by a number of companies of outdoor 


Installer EDDIE GRANT, right, of Florida Telephone 

Corp., Ocala, receives Savings Bond award for his out- 

standing success with extension sales. Presenting the 

award is C. A. SAUNDERS while GILBERT LEWIS 
looks on. 
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and roadside booths, and pay stations. 

Not only are these stations a great 
convenience to the public, night and 
day, but telephone managements have 
often been agreeably surprised at the 


i 








amount of revenue, both toll and 
local, they produce — and without 
apparent dimunition of such revenue 
from other sources. 

Reports from the field indicate that 





Shown in this composite photo are each of the four series of Data-Phones cur- 
rently available through the Bell Telephone System. They enable business 
machines to communicate with each other over the regular telephone network. 
Series 100 (upper left) has a top speed of 100 words a minute or 75 bits per 
second and can be used on a one-or two-way basis. Series 200 (upper right) has 
a capability of 1,600 words a minute, or 1,200 bits per second. It is the closest 
to a universal system because of the large number of business machines designed 
to work with it. Series 400, (lower left) was introduced in 1960. The sending 
set is encased in a housing similar to the Bell System’s Call Director telephone 
(receiving set not shown). It is primarily a one-way data gathering device with 
a speed of 20 characters per second or about 200 words per minute. Series 
600 (lower right) enables business machines to transmit handwriting and 
drawings instantly over the telephone. 





The Stromberg-Carlson Button Buzzer 
Assembly, a small neat signaling de- 
vice for inter-office use, is available 
in three models. The first is equipped 
with one button and two blank caps, 
the second, two buttons and one blank 
cap, and the third with three buttons, 
One feature of this assembly is that 
itcan be converted from a one button 
to a two or three button set, or vice 
versa, by substituting buttons in place 
of caps plus a slight rewiring. 





Keyboard arrangement of the Leich 
L55 PBX gives your subscribers a 
switchboard that is simple to operate. 
Pushbutton ringing keys and _ twist- 
push type talk keys are in a sloping 
position above the writing shelf. 





inter- 


home 
phone system, distributed by Interna- 
tional Teletronics, Inc., provides: door 


“Flexicom” 


The Orbit 


answering; room-to-room intercom; 
monitors for nursery; home security 
and convenience for the subscriber. 
Unit provides field duplex intercom 
without push to talk, and hands free 
service for receiving party. 





a 


ITT Kellogg’s K-554 Wall Model is 
designed for the home or office. Hand- 
set may be hung on side of housing 
without breaking circuit — a greatly 
appreciated convenience when sub- 
scriber must leave phone for a 
moment during call. 
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the last twelve months saw greater 
effort 
beneficial results for telephone com- 


merchandising with more 
panies than any preceding period. 


Several factors contributed to this 
success: 

(1) The introduction of the “com- 
dial-lighted 


pact” telephone 


with full-scale national con- 
sumer advertising on behalf of 
the Bell Companies’ Princess, 
and the general availability 
even earlier of the Stromberg- 
Carlson Petite. 

Stepped-up promotion for col- 
ored telephones, especially ex- 
tension instruments, through 


concentrated seasonal 


paigns. 
The growing realization on 


cam- 


the part of commercial sub- 
scribers that improved PBX 
service actually saves them 
money in the operation of 


their business. 


These factors and many more have 
developed additional revenue at the 
lowest possible investment, and sub- 
scriber satisfaction makes this a dou- 
ble benefit. 

Sales effort by the telephone com- 
panies was matched by promotional 
assistance from the suppliers. Because 
the Petite was the first compact tele- 
phone available to Independents with 
before-Christmas delivery assured, 
the manufacturer worked closely with 
representative telephone companies 
to develop sales aids that would tie 
in to this most productive season. 
Additional materials for a continuing 
sales campaign were prepared, in- 
cluding counter-cards, posters, truck 


T [AEEWERE Comp 


Date Festival Queens attracted attention to telephone 
service offerings for California Water & Telephone Co., 
Monrovia, at Riverside County Fair. 


76 


H. FILMORE MELICK, manager, of the West Liberty (Iowa) Telephone Co., 


used this business office display to stimulate extension sales. 


signs, ad mats, and Radio-T’V scripts. 

Telephone companies showed in- 
genuity in combining their own mer- 
chandising techniques these 
supplier aids. California Water & 
Telephone Co., for instance, staged 
displays of telephone and subscriber 
PBX sets in a colorful manner at 
various fairs (see photo) in its oper- 
ating area. Representatives of the 
give 


with 


company were on hand to 
definite answers, make recommenda- 
tions, and take orders on the spot. 
The United Telephone Co. of the 
Carolinas capitalized on the intense 
North Carolina’s 


charming entry in the “Miss Amer- 


local interest in 


ica” contest to obtain good publicity 


in state-wide newspapers (See 
page 74). Paids ads were run in the 
same editions to derive the greatest 


benefit from this free publicity. Far- 


“oer ans 


rs 


away Alaska — not to be outdone — 
provided Petite phones for all sub- 
scribers in the first telephone ex- 
change north of the Arctic Circle. 

Southwestern States Telephone Co., 
recognizing that the sales force is 
made up of all company employes, 
used their own house organ to feature 
the new Petite phone in a full-color 
cover photo, with a supporting story 
on sales hints. 


Almost without exception a display 9 
confronted | 
each customer as he entered the tele | 
phone company business office. At® 


of colored instruments 


West Liberty, Iowa, a small company 


has had better-than-average success 7 
with this method of generating im 7 


quiries (See photo). 
One very interesting sidelight has 


been reported by several operating 7 


companies. The national advertising 


Orange County Telephone Co., Middletown N. 
ated with Green’s department store to create interest 
spring fashions and color phones. 
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ONE SUPPLY SOURCE Your Lindsay 
Telephone 
Supply Checklist 


Here’s a handy checklist to use 
when you order from Lindsay. 


Alpeth, Figure 8, R.D.W. 

Lead and Stalpeth Cable 
Access terminals and Blocks 
Load Coils, expandable 

Drop wire, Inside wire, Clamps 
Protectors, outside, inside 
Buried plant accessories 


Telephone Booths, Lighting 


Ly 4d COE) 6h Ey) Ge 


Strand, Open Wire 


= 


Strandlinks, Wire vises 


r 


Dead ends, Tangent grips 


‘= 


Staples, Tape, Sleeves, Hardware 


CJ 


Batteries, Ringers, Tone Generators 


C) 


Repeaters, Main Frames 


Plugging Compound Kits 


Oh ?ee 


Pliers, Shovels, Pouches 
Micro Wave 


Stand-by Power Plants 


eee 


The above items are only part of 
the broad Lindsay Line. Send in 
this coupon for additional informa- 
tion on other Lindsay products that 
fit your requirements. 


Name 


The next time you order, SAVE TIME, SAVE CONFUSION Title 


)DIAJ[INDSAY SERVICE pcg 


LINDSAY TELEPHONE SUPPLY COMPANY Address 


CALL US COLLECT, PLEASE ee ee 





for the “Princess” phone by the Bell 
Companies has certainly carried over 
into the Independent areas. While 
this has not always resulted in a sale 
of other compact telephones, in all 
cases where a parallel ad campaign 
has been run by Independents, exten- 
sion sales of all types have jumped. 
Many of these subscribers who chose 
a standard wall or desk extension had 
reacted negatively to earlier promo- 
tion efforts, but their interest in some 
kind of extension was aroused by the 
fresh appeal of the compact advertis- 
ing. 
The 


Butler, Pa , made 817 extension sales 


Peoples Telephone Co. of 


in the 4-month period following their 
introductory Petite advertising. Some 
were, of course, changes from black 
to color, or from standard to com- 
pact; of the net gain of approxi- 
mately 500, a little better than half 
were Petite instruments. Employes 
were stimulated through a contest; 
radio 
time purchased. A company spokes- 
difficult to 
measure the effectiveness of the latter 


stepped up newspaper ads; 


man said it would be 
- when 
queried — said they “had seen” the 
promotion. 


medium, as most customers - 


instruments can be 
effectively 
fashion background in cooperation 
with one of the better stores. This 
has been done effectively by the 
Orange County Telephone Co. of 
Middletown, N. Y. (See photo). Store 
displays, with a further appeal to 


Colored pro- 


moted very against a 


teen-agers, have been used with re- 
peated success by the Ohio Telephone 
Service Co. at Sidney and Greene- 
ville (See photo). California Inter- 
state Telephone Co., Victorville used 
a florist’s window to enhance the pro- 
motion of color. The sales technique 
employed is to assume, when the sub- 
scriber asks about a colored instru- 
that additional 
phone in mind, and proceed along 


ment, she has an 


these lines whenever possible. 
Somewhat unusual today, but cer- 
tainly indicative of a growing trend, 
is the “well-telephoned” residence in 
Rusk, Texas, reported by Southwest- 
ern States Telephone Co. The home 


has two straight lines — one for the 


Supermarket customers in Elyria, Ohio, were shown the Ericofon, with free 
telephone calls awarded every hour. Above photo shows (Il. to r.): RON TAY- 
LOR, BOB OLMUTZ, and CHRIS MAY explaining the advantages of the 


telephone as an extension. 


adults, one for the children and 
seven instruments located where most 
convenient throughout the premises. 
Recently the high-school age daugh- 
ter appeared at the telephone com- 
pany office (See photo, p. 74) to ask 
about installing one of the compact, 
dial-lighted phones in her bedroom! 
Many other companies have passed 
along similar advice: to sell exten- 
sions, remember to sell the teen-agers. 

A little off the beaten track is the 


success of Alhambra-Grantfork Tele- 


phone Co and others in rural Ill- 


inois — selling barn extensions. The 
farmer today is a business man, 
whose time is valuable and whose 
“office” is spread out. Besides, his 
wife doesn’t appreciate cleaning up 
his tracks after a mad dash from the 
barn through the house. The barn 
extension is growing in popularity, 
yet many companies have not tried 
this untapped new source of revenue. 

Part-time main station service 
(with or without extensions) has be- 
come profitable with the development 
of subscriber carrier. The Twin Lakes 
Telephone Co., Branson, Mo., has 
been successful in proving-in seasonal 
service to cottagers in this manner. 


Other vacation areas such as Chau- 


Thousand 


New York’s 


Islands and the new man-made lakes 


mont near 
in Texas and Oklahoma have become 
prized sources of revenue when car- 
rier divides the per-station cost by 5 
or 8. 


Sales Program Sells 
Over 500 Phones 
HE Elyria (Ohio) Telephone Co., 
part of the growing Mid-Contin- 
ent System, with the help of North 
Electric Co., and its experienced 
Ericofon sales promotion team, suc- 
ceeded in conducting a_ telephone 
sales campaign last summer that sold 
in less than 30 days more than 500 
telephones, most of which were Erico- 
fons offered primarily as extensions. 
Mainly aimed at increasing exten- 
sion sales, the campaign also includ- 
ed promotion of 500-type sets and 
other main station installations. It 
was started with a series of full-page 
ads in the Elyria newspapers, radio 
spots and placement of colorful ad- 
vertising material, including adver- 
tising place mats in hotel dining 
rooms and restaurants, 
Display space was utilized advan- 
tageously in several of Elyria’s largest 
stores and banks. The Ericofon itself 
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Marketing — providing our customers with ail of their communication 
needs — is an important element of telephone operations. 


In United System Companies marketing means increased revenues, more 
stations, greater investment and improved earnings. 


FOR THE YEAR ENDED APRIL 30, 1961 
Revenues Increased 
Stations Increased 
Investment Increased 


Net Income Increased 


OF 


UNITED UTILITIES, INC. 


406 WEST 34TH STREET 
KANSAS CITY 11, MISSOURI 


10.5% 
4.5% 
15% 
18.4% 


TE&M Reprints For Your Reference File 


The following reprints of special TE&M reports and articles are now available. As supplies are limited, 
we urge you to check the following list and order the reprints you need for your telephone reference file. 


No. 100 — “PROGRESS WITH THE ALL-BURIED SERVICE CON- 
CEPT,” by JOHN S. REED. This 24-page article thoroughly discusses 
and illustrates the materials, tools, and technology involved in 
placing rural and urban telephone service Underground. Price: 1-5 
copies, 50¢ ea.; 6-25 copies, 40¢ ea. 

No. 101 — “A FUNDAMENTAL APPROACH TO VNIL,” by C. D. 
EHINGER. This 8-page article defines terms, explains fundamentals, 
and shows how to calculate VNL transmission design objectives. 
Price, 1-5 copies, 50¢ ea.; 6-25 copies, 40¢ ea. 

No. 102 — “REGULATION,” by JOSEPH J. BROWN. This 16-page 
article by the Chairman of the Nebraska State Railway Commission 


discusses: (1) “Regulation and Public Interest;” (2) Regulation and 
Service; (3) “Regulation and The Investor; and (4) “Regulation 
And Free Enterprise.” Prices. 1-5 copies, 50¢ ea.; 6-25 copies, 40¢ 
ea, 

No. 103 — “TELEPHONE HANDBOOK FOR MANAGERS AND 
PLANTMEN.” A 116-page book featuring reprints of selected TE&M 
articles discussing: Aerial Cable; Underground Cable; Station In- 
stallations; Maintenance; Pole Lines; Rural Distribution Wire; and 
Telephone Service. Prices. 1-5 copies $2.00 each; 6 to 25 copies 
$1.75 each; over 25 copies $1.50 each. 


Educational Division 


| TELEPHONE ENGINEER & MANAGEMENT 

| 7720 N. Sheridan, Chicago 26, Ill. 

| Please send the following reprints. 

| No. 100 — ..... cence Copies @ ¢ ea. 

| No. 101 — sores COPIES @ ..............-.¢ OB. 

| No. 102 — ee TS copies © ................¢ ea. 

| No. 103 — ... ae eee 

| POUR osscosciioumicccccscecdescesrosoxasdicocmsaie tote sbebheihgnepioucns haematite 
| UNIOE: | vceennicscatatross cosecnssosipbapdeeseriets snapeaassomvaehbaiiaaame aaammntieaes 
| SAO SIDS: slejasonsaptonshibbieieicc unabated due armel 
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REPRINT ORDER 


( Check is enclosed. (] Please Bill Company. 


(0 | am a subscriber to “Telephone Engineer & Management,” 
and my copies are being received regularly at the address 
indicated on this order. 


C] ' am not a subscriber to “Telephone Engineer & Manage- 
ment.” Hewever, | have access to copies of each issue, and 
would like to receive a subscription application. 


(Please Sign) Signature) 


TE&M 7-15-61 
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was dramatically displayed in depart- 
ment store windows, in-store displays, 


locations 


and in prominent 


many 
throughout the city. 

The North promotion team con- 
ducted seminars in the art of selling 
for the telephone company personnel 
who were actively involved Bob Ol- 
mutz, Ericofon promotion specialist, 
and James Trumpower of _ the 
North advertising department, worked 
closely with Weldon Elyria 
president; Ruth Dutch, commercial 
manager, and Ron Taylor, then in 


ably 


Incentive 


Case, 


charge of merchandising. 
by Chris May. 


prizes were offered for the best sales- 


assisted 


men, and an enthusiastic group, com- 
posed of both outside plant and com- 
mercial office personnel, started the 
sales program, amply supported by 
complete product and sales informa- 
tion. 

During the program, North per- 
sonnel joined with Elyria Telephone 
Co. executives in manning supermar- 
ket displays featuring the Ericofon, 
offering free telephone calls to cus- 
tomers. Radio spots were continued 
throughout the campaign, as was 
newspaper advertising. 

Originally scheduled for two weeks’ 
duration, results so exceeded expec- 
that the 
tinued for an additional two weeks. 


was con- 


tations program 


Elyria Telephone personnel made 


such an excellent showing that many 


of them shared incentive prizes. 





During Elyria Telephone Company’s 
30-day campaign Ericofons were dis- 
played tastefully and effectively in the 
windows of the Fay Department Store. 


A more than 400% increase in in- 
stallation of extensions for a 30-day 
period plus a corresponding increase 
in revenue for the telephone company 
were the direct results of the success- 
ful sales teamwork. Indirectly — the 
campaign proved to be an invaluable 
aid in creating good public relations 
between the company and its sub- 


scribers. 


Carolina Tel. & Tel. 


Boosts “Starlite” Sales 


N THE brief period since the Star- 

lite telephone has been introduced, 
Carolina Telephone & Telegraph Co., 
Tarboro, N. C.. has done an outstand- 
ing job of marketing the Starlite. 

The Starlite was shown in North 


Carolina for the first time at the 





During the sales campaign Elyria Telephone Co. offered prizes to the best 

salesmen. In above photo (I. to r.): RON TAYLOR, BOB OLMUTZ, FRED 

BRENNING, JOE WRANSKY and WELDON CASE, Elyria president, pose 
behind a layout of the prizes offered to top salespeople. 


North Carolina Independent Tele- 
phone Association at Pinehurst, N. C. 
in October, 1960. Carolina Telephone 
received its first shipment of 500 
Starlites in early November. 

The thorough promotion campaign 
launched by Carolina Telephone has 
been a big factor in successfully mar- 
keting the Starlite. The company, 
taking full advantage of the materials 
supplied in Automatic  Electric’s 
“Starlite Sales Kit,’ used displays in 
their business offices, including en- 
velope stuffers in their bill mailings, 
Automatic 


and mats 


supplied by 
Electric for newspaper ads. The com- 
pany produced its own _ illustrated 
newspaper advertisements as_ well. 
Other 


commercials, outdoor advertising bill- 


media used were television 
boards, and postage meter imprints. 
A stockholders’ quarterly report fea- 
tured the Starlite 
pencil sharpeners were used as a 
The Starlite 


was also given good exposure among 


and imprinted 


giveaway to children. 
the company’s employes via “Cross- 
talk,” the Carolina Tel. & Tel. house 
organ. 

Carolina Telephone has established 
a standard quantity-discount tariff 
schedule for Starlite and other color 
sets to attract the hotels, motels and 
other high-volume subscribers. The 
company also has an employe sales 
program in which business office per- 
sonnel participate. Recognition is 
given to employes who reach estab- 
lished sales goals 

These marketing methods have 
been instrumental in putting over the 
Starlite telephone in Carolina Tele- 
phone’s service area. From 
November, 1960 to the end 
year the company sold 805 Starlite 
17% of 


gains in stations. 


early 
of the 
were 


installations; these 


“No Business Can 
Afford To Stand Still’ 


UR reports from the field, some 
of which have been referred to 
in the preceding paragraphs, indicate 
that the majority of the nation’s tele- 
that no 


still: 


phone companies realize 
afford to 


either it goes forward as a vigor- 


business can stand 
ous, prosperous enterprise or it stag- 


nates and ends up in trouble. There 
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has been a temptation in the tele- 
phone business to assume that prog- 
ress will be automatic, inevitable 


LOW COST... 


RELIABLE 
PRECISION 
TRANSISTORIZED 


Transmission Test Equipment 


that the industry will always have 

































plenty of customers because it pro- 
vides a service people can’t do with- 
out. But, today the industry realizes 
that just providing the same sort of 
service when it is required is no 
guarantee of progress. 

Also, industry members know that 
the U.S.A. has a high standard of 
living, the highest in the world, and 
Americans are spending substantial 


sums on the products that add to their 


A line of portable, light- 
weight, transistorized test 
equipment « designed and 
constructed in accordance 
with the highest standards 
of quality to meet the pres- 
ent and future needs of the 
engineer and field man, and 


convenience and enjoyment of life, 
and that telephone companies must 
keep pace with these advancing stand- 
ards, just as they must anticipate and 


fulfill the changing requirements of 





business and industry. 


MODEL TTS 4A 
TRANSMISSION TEST SET 


The telephone industry’s policy to 


give the best possible service requires 


that it continually seek new ways of @ Measuring Range: +18 dbm to 
> ° . r _ ped ifi —50 dbm 
satisfying its customers. There are develo specifically for @ Send Levels: 0 dbm to —40 dbm. 
ae . . ‘ H Can be supplied with +10 dbm 
also solid economic reasons for doing the telephone industry. level. , 


@ Send Frequencies: 10 fixed fre- 
quencies, including 1300 and 2300 
cps, plus continuous tuning from 
20 cps to 20 Ke with Model TTS 
4XV accessory cover. 

impedances: 600 and 900 ohms 

Self Calibrating 

Talk and Hold Circuits 


so. Good earnings are essential if the 
industry is to plan and build con- 
fidently for the future, and there are 


just two ways the industry can im- 





prove its earnings — control expenses 
MODEL 
TTS 18A 
LEVEL 
and DC 
CURRENT 
METER 


and increase revenues. 


MODEL 

TTS 15A 
TRANSMISSION 
TEST SET 


Cost-control measures are yielding 
ever-improving results thanks to 
the initiative and hard work of em- 
ployes at all levels. When it comes to 


getting better revenues, one means 





applying for higher rates for service 
is a possibility. Another way is to 


try to secure the needed revenues @ Measuring Range: +8 dbm to —30 @ Level Ranges: 0 dbm to —20 dbm 

Be dbm and —10 dbm to —30 dbm 
within the present structure and the @ Send Levels: 0 dbm to —30 dbm 

te * Send Frequencies: 8 fixed frequen- @ DC Current Range: 0 to 100 ma 

only wav to do this is to sell more cies including 1300 and 2300 cps 

a ‘ @ Impedances: 600 and 900 ohms @ Dial Through Provisions 
service. @ Switchable Hold Coil 

® Switchable Termination: 900 ohms @ Battery Check 
The. ean arkotino > sJe. +2 mf 
This means marke ting the tele @ Simultaneous Send and Receive @ Wide Frequency Response 


yhone industry’s offerings just as 
d D5 d 


effectively as any other progressive 
Ey Ee Sere Se ee Other instruments available from Northeast Electronics Corporation 


speak out about the advantages of bet- include Single Frequency and Multi-Frequency Reference Tone Gener- 


ter, more modern telephone service ators, Loop Around Transmission Test Systems, Fault Locator, Singing 
if they don’t recommend to customers Point Test Set, Program Amplifiers, and RF Power Monitors. 


the most suitable service arrange- 
IN CANADA: TELE-RADIO SYSTEMS 


LIMITED/3633 Dundas St. W., Toronto 9, i 
Oniario/Ro. 2-8224 Area Code <!6 Write for Complete Catalog 


NORTHEAST ELECTRONICS 
ele) te) 7 -Wale), | 


AIRPORT ROAD, CONCORD, NEW HAMPSHIRE 


ments — nobody else will do it. 






Where the industry goes from here 
whether its customers are satisfied 
and each telephone company pros- 


pers — will depend, we believe, on 





the effort industry members are will- 
ing to make. — John G. Reynolds. 
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Today, the revolution in communi- 
cations has caught the imagination 
of America’s business management. 
At the same time, it has created 
dramatic new opportunities for the 
telephone industry. 


With the forecast that in 10 years 
the traffic in business data will 
exceed all telephone conversations, 
a distinct area for new business pre- 
sents itself to telephone companies. 


As a leading specialist in carrier and 
microwave systems, Lenkurt Elec- 
tric is launching a program calling 
business management’s attention to 
the vast potentials of automation 
through communications. In addi- 


SUBSIDIARY OF 


your newest opportunity 
In communications 


tion, Lenkurt Electric is ready to 
supply the systems for data trans- 
mission, supervision and control and 
thus convert opportunity into profit- 
able reality. 

It will pay you to explore the pos- 
sibilities of increasing revenue by 
providing business and industry 
with this total communications serv- 
ice. A letter or phone call to your 
regional office will bring quick 
results. 


Lenkurt Electric Co., Inc., San 
Carlos, California. Regional offices 
in New York City, Atlanta, Chicago, 
Dallas, Minneapolis and San Carlos. 


LENKUORT ELECTRIC 


GENERAL TELEPHONE & ELECTRONICS 
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Canadian 
Representation? 


| Canadian Sales Organization, 
| covering independent telephone 
companies, is interested in 


| broadening its lines of tele- 
phone, telegraph and communi- 
| cations apparatus. If you would 
like a quick economical entree 
| into the Canadian market and 


aggressive representation write 


to 


W. G. Amos 


General Manager, 
W. S. Gerrie & Associates, Limited 


Division of 





Pioneer Electric Eastern Limited, 
2 Audley St., Toronto 18, Ontario 





- W. DAHL 


FACILITATES 
CHECKING 
PRESSURES 

ON BOTH SIDES 
OF PLUG! 


Dahl Packless Dual Stem 
Bypass Valve combines conven- 
ient shutoff facilities and two- 
way pressure reading check 
points in compact unit. For 
underground applications, valve 
can be conveniently mounted in 
manhole chimney or collar. 


Developed in collaboration 
with Bell Telephone Labora- 
tories, Inc., each unit is equipped 
with two pressure testing valves 


G. W. DAHL - G. W. DAHL + G. W. DAHL « G. W. DAHL - G. W. DAHL 0 





G. Ww. DAHL Cco., INC. 


SPECIALISTS IN COMPACT VALVES AND CONTROLS 


2 SMS 


& 
ee 
‘§ 





Exterior view of the 7-foot high booth gives idea of its well-ventilated character 
and flexible space where four, five or more persons may wish to participate in 
telephone conversation. Public response to these units, and revenues derived, 


have already exceeded expectations. 


“Conference System” 
(Concluded from page 62) 
other 
pany operations. Also, the new sys- 


states, or coast-to-coast com- 


tem has capabilities for a substantial 


« G. W. DAHL - G. W. DAHL +: G. W. DAHL «: G. W. DAHL 


Approx. 


¥3 actual size 





and mounting bracket. Stainless 
steel diaphragm, operated by 
control screw in valve bonnet, is 
not affected by heat while solder- 
ing connections. 


REQUEST complete data on 
this valve. Bulletin T-1a describes 
this and other Dahl pressure sys- 
tem valves for indicating and 
regulating air usage in continu- 
ous flow systems. G. W. Dahl Co., 
Inc., 80 Tupelo St., Bristol, R. I. 


TJHVG "M'S - THVGO'M ‘SD + IHVGO'M'S - IHVG'M‘D > IHVaA'M ‘SD 


G. W. DAHL «+ G. W. DAHL - G. W. DAHL +: G. W. DAHL -: G. W. DAHL 
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revenue at airports where executives 
meet and talk with home offices and 
other groups. 


Other Applications 

Numerous other applications can 
be put into effect such as briefing op- 
erations in the military, brokerage 
firms, trucking firms, and unique ap- 
plications such as family-size tele- 
phone booths presently located in the 
American Telephone & Telegraph Ex- 
hibit at Disneyland. These particular 
installations are used on a coin box 
basis and during peak seasons of the 
year take in $500 per installation 
each month. This system is, also, cur- 
rently in use in the Los Angeles Sears 
Roebuck executive offices and allows 
a large group to participate in tele- 
phone calls with other Sears opera- 
tions around the United States. 


System Developed 
In Two Forms 

The 7302 loudspeaking telephone 
system has been developed into two 
forms: one is rack mounting and the 
other known as the S-19 system is 
packaged as a portable unit allowing 
the equipment to be taken to a con- 
ference center and hooked up by a 
non-technical person in a matter of 
a few minutes. This allows a new 
service to the customer on an instal- 
lation demand basis and new revenue 


can be obtained. 


TELEPHONE ENGINEER & MANAGEMENT 


xv rant BS Te a = SINR Ea TS 


ARE YOU REALIZING PREMIUM REVENUE ON PREMIUM CALLS? 


Premium toll calls... person-to-person, collect and third party calls... represent 
premium charges and greater revenue. . 
Handled manually, they also represent 
far greater handling costs in operator time. 

With North Electric Premium AuTollizer® 


handling costs are sharply reduced, 


STATEMENTS j 





increasing the toll revenue percentage. 

Premium AutTollizer built by North Electric is in service today! Premium calls are 
being ticketed automatically with North Electric Premium AuTollizer. 
Operating Companies that have already cut over North Premium 


AuTollizer are enjoying the dollars and cents advantages of automatic 





North Electric Premium AuTollizer has been proven in use... will increase your 
toll revenues, reduce your operator load, reduce your handling costs and put you in the 
nationwide DDD network with the full capability to handle all classes of toll calls. 
Premium AutTollizer is another product for 


advanced telecommunications available only from. -- 





No.4 ina 
series of factual 
presentations on 

North Electric 
Premium AuTollizer. 


THE DYNAMIC FORCE IN THE TELEPHONE INDUSTRY 


NORTH ELECTRIC COMPANY 


GAL/ION, OH/O 
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Over 13,000 terms 


in electronics 






and nucleonics 


accurately, clearly defined 


to save you time and work 






Save time with this single- 
volume source of defini- 
tions of virtually all the 
terms you work with — 
insure better results with 
the simple but strictly ac- 
curate and _ authoritative 
information throughout. 
Here are thousands of 
words and _ abbreviations 
covering practically every 
phase of these fields—froin 
television to avionics, from 
nuclear engineering to 
space electronics. On ques- 
tions of terminology likely 
to arise in your work, you 
will find here the concise 
information you need — 
clearly presented, authori- 
tatively defined, and in- 
stantly accessible. 


ELECTRONICS and 
NUCLEONICS 
DICTIONARY 


By NELSON M. COOKE 
Cooke Engineering Company 
and JOHN MARKUS 


Technical Director, Dictionary Department 
McGraw-Hill Book Company 





President, 


Over 13,000 terms, 452 illustrations 
and diagrams $12.00 


All definitions in the book are in accord with 
those authorized by official engineering organiza- 
tions synonyms, depreciated terms, and 
obsolete terms are specifically labeled as such. . . 
spelling and hyphenation of controversial words, 
compound terms, and abbreviations reflect best 
current usage. Over twelve years of intensive 
research and three years of active preparation 
of definitions have gone into this volume to give 
you instant. dependable reference to electronics 
and nucleonics terminology as it is used today. 


Covers these and other areas .. . 

radio * radar * television * avionics * cryo- 
genics * computers * guided missiles * 
reactors * nuclear physics * telemetering * ultra- 
sonics * electron optics * industrial electronics 
high fidelity systems * magnetic-tape systems ¢ 
space technology *medical electronics * and more 


nuclear 


Mail Your Order To 
Educational Division 


TELEPHONE ENGINEER 
PUBLISHING CORP. 


7720 N. Sheridan, 
Chicago 26, Ill. 
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“Down On The Farm” 


(Continued from page 51) 


is what color to tile the bathroom. 
The farmer’s daughter has stopped 
consorting with traveling salesmen to 
do some traveling of her own when 
she can get the second car away from 
Junior. 

Exaggerated? Perhaps a little, but 
even the shabbiest farm house in the 
most isolated area is apt to have a 
television antenna these days. Those 
people see the same television shows 
as the city slicker; they read the same 
daily newspapers, and are exposed to 
the same advertising pitches. Doesn’t 
it follow that Farmer Brown will be 
influenced into wanting the same 
goods and services? 

The honest-to-gosh, efficient farmer 
with an adequacy of land and 
mechanized equipment is far from 
destitute. He’s financially a good pros- 
pect for additional telephone services. 


“Farmers & Commuters” 

UT let’s not make the mistake of 

assuming that anyone who lives 
beyond the base rate area is a farmer. 
Statistics vary in different parts of 
the nation, of course, but on the aver- 
age only about 35% of the people 
who live in rural areas now depend 
on farming for a livelihood. The 
other 65% are just folks who decided 
to live in the country and commute 
to the city in order to escape high 
taxes, raise children, or for any com- 
bination of a thousand reasons. Their 
tastes for what we used to consider 
urban living are not changed just be- 
cause they happen to be located out 
of the high rent district. In fact, 
they’re even more inclined to want to 
bring so-called city comforts to their 
homes, and they’re apt to have the 
money to do it, too. 

What kind of service items can we 
sell to the subscriber in the country? 
Actually anything that his city neigh- 
bor will buy and perhaps a few items 
that we usually associate only with 
business customers. 

Rural residences are usually larger 
than city apartments. Hence, the need 
for extension telephones is easily 


proven, especially when we take into 


consideration the existence of barns, 
milk houses, machine sheds, and other 
out buildings. The newly-introduced 
home intercom systems are especially 
appropriate on many farms. If noth- 
ing else, extension bells are conveni- 
ent and practical where large areas 
of space are in existence. 

Remember the old dinner bell that 
the farm wife used to ring to call her 
husband and men folks in from the 
fields? We know of an instance where 
it’s been replaced by an industrial 
horn, wired to the farm telephone. In 
this home when it’s dinner time, the 
wife steps to the telephone, dials a 
reverting call to her own telephone 
number, and a blast of sound that 
will drown out the clanking of the 
noisiest tractor goes echoing across 
the countryside. How’s that for sales 
imagination ? 

Whether he’s a farmer or whether 
he’s a fellow who commutes to his 
job in town, the rural resident of 
today is not about to be satisfied with 
multi-party telephone service involv- 
ing, say, eight or ten people on his 
line. The Bell System and some Inde- 
pendent companies already have suc- 
cessfully regrouped their rural sub- 
scribers to one, two, and four-party 
lines at flat rates according to zones. 
Most gratifying of all, rural residents 
have been eager to pay the higher 
rates in order to get a higher grade 
of service, thereby permitting the 
telephone company to justify the costs 
of extending cable profitably in rural 
areas to upgrade the service. More- 
over, a great number of color tele- 
phones and other service items have 
been sold simultaneously with the 
sales contact for upgrading of service. 


Reaching The Prospects 
KAY, so it’s agreed that rural 
subscribers represent a virtually 
untapped market for extension tele- 
phones, bells, horns, intercom sys- 
tems, color instruments, extra listings, 
and upgrades in service. How do we 
reach these people to make a sale? 
We advertise, of course, in local 
newspapers and, where prudent, on 
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radio. Don’t overlook the farm publi- 
cations, even the mimeographed fly- 
ers, that are produced and distributed 
locally. In most cases television adver- 
tising is a trifle rich for the average 
Independent company’s blood, but 
we ll have to admit that we’re going 
to benefit from the Bell System’s tele- 
vision advertising, anyway. 
Advertising through the 
media is going to produce some re- 


usual 


sults, all on its own, but it’s only a 
part of a really profitable marketing 
effort. Some folks will see or read an 
ad and be sufficiently motivated to 
contact the telephone business office 
to make a purchase, but other folks 
will procrastinate. Besides, in a lot 
of rural areas we've converted the 
exchange to an unattended CDO, and 
we've eliminated the business office, 
thereby severing our last regular, per- 
sonal contact with the customer. What 
then? 

Well, we could hire door-to-door 
salesmen. Some of the larger compa- 
nies do, and the results have been 
quite gratifying, more than covering 
the increased payroll costs and show- 
ing substantial profits. For other com- 
panies, however, the sales area and 
the potential sales are not great 
enough to justify the addition of sales 
personnel. In lieu of hiring people 
whose sole function is to sell, other 
company employes have been given 
elementary sales training and _ in- 
structed to include selling as a part 
of their normal work and as an after- 
hour activity. Sales efforts of this 
nature have been described in detail 
in earlier issues of this publication, 
and there is no minimizing their im- 
portance. 

But let’s face it. There’s not much 
slack in our work schedules these 
days. For a repairman, for instance, 
to take the time to deliver his sales 
pitch to a housewife means that he is 
delaying his next repair job. He 
should make the sales pitch if he has 
the time, but most plant supervisors, 
to keep payroll costs down, have 
pared the number of employes to the 
bone. Sales by company employes in 
the regular performance of their 
duties and in off-duty hours should 
be promoted vigorously, but this, too, 
is just a part of what can be done to 


= 
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How Kennecott Builds 
Extra Life into 
Telephone Cables 


Constantly striving to improve their telephone cables, Kennecott’s 
research and production team has established a three-step proce- 
dure that provides an exceptionally reliable and trouble-free cable. 


1. VACUUM DRYING — For de- 
pendable performance it is essen- 
tial that the paper insulation of 
telephone cables be properly 
dried prior to the application of 
the lead sheath. That is why the 
insulated core of every Kennecott 
telephone cable is thoroughly 
dried under controlled elevated 
temperatures and high vacuum in 
a sealed chamber. 





2. PAYOFF OVEN —To maintain 
this dryness after removal from 
the vacuum chamber the reels 
are transferred to a payoff stand 
in an oven adjacent to the lead 
press. This manufacturing proce- 
dure prevents moisture from re- 
entering the insulation while the 
lead sheath is being applied. 


3. YOUNG PROCESS—To enclose 
the cable in a lead alloy sheath 
that is uniform in strength and 
structure throughout the entire 
length of the cable, Kennecott 
uses an exclusive method of re- 
charging the press cylinder—the 
Young Process. This technique re- 
moves the sulphides, oxides, and 
other impurities ordinarily pres- 
ent between charges. Thus each 
press charge readily and com- 
pletely unites with the preceding 
charge, eliminating any possibil- 
ity of defective welds, 


For more information about the Young Process and for full details 
on Kennecott’s Unit Type Paire‘] Exchange Telephone Cable, send 
for your free copy of illustrated Bulletin 3001. Kennecott Wire and 


Cable Division, The Okonite Company, Phillipsdale (Rumford 16), R.I. 


KENNECOTT-OKONITE TELEPHONE CABLE “c= 








HENKELS 2 M‘COY,_ 7... 


PHILADELPHIA 





CONTRACTORS 


1800 JOHNSON ST. 
ELKHART, INDIANA 


PHONE CONGRESS 4.1121 
CABLE HENKELSELKHART 


Independent Telephone Company 
Anyplace, U.S.A. 


Subject: USED EQUIPMENT 


Gentlemen: 


Used equipment presents a problem with 
two extremes; you either want to get rid of 
the item or obtain something at a reasonable 
cost to fill your needs, 


We do not encourage the purchase of used 
equipment over new, but there are times when 
a piece of good used rebuilt apparatus will be 
the most economical solution for a temporary 
requirement. 


During the course of our engineering and 
installation work we learn of many types of 
good used available equipment. We do not stock 
this apparatus but we do act as a clearing house 
and thereby perform a useful service by making 
it available. 


We can usually give you helpful informa- 
tion regarding your needs, whether it be to 
obtain or dispose of equipment. Perhaps you 
need a bit of engineering assistance in connec-= 
tion with an addition or modification. We En- 
gineer, Furnish and Install new or used equip- 
ment. 


Ask us = there is no obligation. We can 
help you. 


Very truly yours, 


HENKELS &, McCOY, INC. 


(OS epaer 


R. B. Wiseman, Manager 
System Engineering 
and Installation 


RBW/1r 


merchandise extra service items in 
the rural areas. 


So what’s left? Well, when Mo- 
hammed won’t go to the mountain, 
then we must take our mountain to 
wherever the Mohammeds happen to 
be congregating at the moment. And 
how these rural Mohammeds congre- 
gate! 


Prairie Farmer Magazine this Sep- 
tember will sponsor a three-day Farm 
Progress Show on a farm near Rens- 
selaer, Indiana. Nearly 250 exhibitors 
will display their wares to over 
100,000 visitors per day who will 
place orders for literally millions of 
dollars of merchandise in 72 hours. 
With such a buying mood prevailing, 
you can bet that United Telephone 
Company of Indiana, Inc., will be 
right in there, pitching, order pad in 
hand. 


At the moment there’s not a spare 
cable pair within six miles of the site 
of the farm show, but by September 
there will be carrier equipment in 
place to provide service for a number 
of public pay stations and several ad- 
ministrative telephones. A model farm 
home will be built on the premises 
and furnished completely. The tele- 
phone company hopes to display color 
telephones in every room. Telephone 
employes will be assigned to work as 
sales personnel at the show, at over- 
time rates if necessary, because here 
is the opportunity of a lifetime to 
corner a herd of prospective sub- 
scribers in one corral. 

Admittedly, there is only one Farm 
Progress Show per year of this type, 
and it’s bigger than most. Other rural 
get-togethers are smaller but no less 
important. Even the monthly meeting 
of the Jolly Homemakers’ Club, who 
are desperate for “programs,” repre- 
sent sales opportunities. The present- 
day counterparts of the old-fashioned 
barn raisin’s and quilting bees are to 
be found in harvest festivals, weekly 
community auctions, P.T.A. bazaars, 
county fairs, home shows, and a host 
of other social functions of which 
the city dweller is blissfully unaware. 
The revenue-seeking telephone com- 
pany will do well to participate in 
these affairs, always maintaining a 
display booth or otherwise exhibiting 
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LOW-COST, LONG-LIFE PROTECTION 
for your overhead lines 


Alumoweld Guy and Messenger Strand is designed to 
last as long as the pole it guys or the cable it supports. 
Each wire of this low-cost strand has a thick aluminum 
covering applied to the strong steel core by the controlled 
atomic-welding process. This unique method of manufac- 
ture gives Alumoweld the same permanent protection 
against corrosion as solid aluminum wire. 
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The rugged strength of Alumoweld is the same as steel, 
yet Alumoweld weighs 18% less and lasts far longer. It’s 
easy to handle, easy to install. 


Supplies of Alumoweld Strand are available for prompt 
shipment from our warehouses in New York, Chicago, 
Pittsburgh and Memphis. 


For the complete story on Alumoweld, write for Engi- 
neering Bulletin E.D. 3000. 


COPPERWELD STEEL COMPANY 


WIRE AND CABLE DIVISION Glassport, Pa. 


For Export: COPPERWELD STEEL INTERNATIONAL COMPANY, New York 
Canadian Distributor: NORTHERN ELECTRIC COMPANY LIMITED 
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DEPENDABILITY 


IN TODAY’S MOST VERSATILE 


MICROWAVE COMMUNICATIONS SYSTEM! 
Pr ad 


Cray 


4 


t 





FLEXIBLE MULTIPLEXING EQUIPMENT @ HIGH DENSITY OR 
LOW DENSITY TRANSISTORIZED SYSTEM, EMPLOYING TOTALLY 
UNIQUE TECHNIQUES TO GIVE YOU THESE ADVANTAGES: 


Economical initial purchase of 1 to 12 
channels, easy expansion to 600 channels. 
Lower initial, expansion and maintenance 
costs. Greater flexibility, with elimination 
of the need for common equipment. 

Filter options for easy drop and reinsert 


configurations. New level of reliability 

...up to 12 channels without common 

equipment and up to 120 channels with 

no equipment common to more than Q 
12, except for the power supply. TS 


LYNCH COMMUNICATION SYSTEMS INC. 


Dept. B-72 695 Bryant Street, San Francisco 7, Calif. 
EXbrook 7-1471 Area Code 415 






Representative or call us direct 
for complete information. 


- Dtibutid. Contact your Graybar 
y 





Grayear 
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and talking about extra service items. 

In those rare occasions when the 
rural social calendar is a trifle sparse, 
some telephone companies are pro- 
moting their own “cracker barrel” 
sessions in their rural exchange areas. 
This involves renting the Grange hall 
or perhaps the back end of the gen- 
eral store, arranging for simple re- 
freshments, and then inviting rural 
subscribers in for a party. 

This is particularly effective in the 
unattended CDO exchanges where the 
customers no longer have an oppor- 
tunity often to see a real, live tele- 
phone employe. It’s a means of public 
education and a good public rela- 
tions gesture, of course, but, more 
important, it’s an opportunity for the 
telephone company to make a sales 
pitch to a large group of prospective 
buyers at one time. The per-contact 
cost is amazingly low. 

While the rural resident of today 
is thoroughly familiar with what’s 
playing on Broadway this month, he 
is still mighty partial to a whomping 
good medicine show. It’s up to us in 
the telephone business to hit the saw- 
dust trail, equip our huckster wagons, 
and visit Farmer Brown and Com- 
muter Clarence where he lives. Thar’s 
gold in them thar hills! — Forrest 


J. Eherenman. 


Polar Relay Catalog 


A NEW catalog has been issued 
by Automatic Electric Co. on the 
Series PTW Polar Relays. 

The revised catalog includes the 
Type 204 Polar Relay which is inter- 
changeable with relays having stand- 
ard octal plug mounting. It also shows 
the Type 202 with 11-banana-termin- 
al mounting and the Type 203 with 
8-pin-type terminal mounting. 

The catalog, in addition, gives in- 
formation on mechanical design, mag- 
netic circuit, coil windings, electrical 
characteristics, physical dimensions, 
and other technical information on 
Automatic Electric’s Series PTW 
Polar Relays. 

Request circular 1821-E from /n- 
dustrial Products Division, Automa- 
tic Electric Sales Corp., Dept. TEM, 
Northlake, Illinois. 












MOBILE POWER 
UNITS 


Portable generator, pump, 
air compressor and desic- 
cant dryer used for under- 
ground cable splicing and 
similar work — can be set 
up and operated by one 


man. 






















Write for 
Bulletin MPU-1-61 
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CABLE REEL 
PRESSURE ALARM 
PART NO. 8279 


Used when cable is plowed 
in under pressure. When 
cable sheath is damaged 
in process of plowing in, 
the alarm will sound indi- 
cating damage of sheath 
and location can be 
marked and damages re- 
paired, 








Write for 
Bulletin No. 8279-1-61 
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PRESSURE 
TESTING CHUCK 
PART NO. 8272 


A new design pressure 
testing chuck with swivel 
nut to screw on pressure 
testing valve and 3/16” 
hose connector. This pres- 
sure testing chuck is guar- 
anteed leak-proof. 


Write for 
Bulletin No. 8272-1-61 








MICRO-WAVE 
DRYER 


Provides dependable dry 
air for Wave Guides, Co- 
axial Cables and Tele- 
phone Cables in small 
plants of less than 50 
miles. BRAND NEW from 
S$ &G! 


Write for 
Bulletin MWD-1-61 








ADJUSTABLE 
CONTACTOR 
PART NO. 8296 


For use on cable under 
pressure where Tempera- 
ture Change is severe, this 
contactor is set at instal- 
lation with air pressure, 
and temperature will not 





affect its setting. Air 
é i tight, water proof, patent- 
ps ed air chamber method. 
a Write for 
co Bulletin No. 8296-1-61 


AIR FLOW 
INDICATOR 
PART NO. 8177 


¥ Ahn invaluable accessory 

* for use in locating leaks 

in telephone cables un- 
der air pressure — comes 
in its own plastic case. 
Many other accessories 
and plastic air supply 
lines are available for 
pressurizing systems. 


Bulletin No. 8177-1-61 
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D\ The VALUABLE 
and VERSATILE 
\A, Tool for Every 









Gives One Man The 
(A Strength of Fifteen 





THE AMERICAN 


wR AU/// 


HOIST-PULLER 








One Man Can Lift Up 
To 3000 Lbs.—Easily 
Quickly—Safely! 


STRETCHES 
LOWERS 





Telephone 







Men Tell LIFTS 
Us They Use 

POWER-PULL ), PULLS 
To... %e 1 1%2Ton 


Models Tested To 
* Set and Guy poles|1¥% © 1% © 2% Tons 
e Raise and lower Weigh only 612 to 
materials 712 Ibs. 


1¥%2 Ton ; 
Notch-At-A-Time 
Model * Install Load Pots | control Quality Con- 
Shown e Release or Apply | struction — Aircraft 
Ask your Tension _ err sent 
Equipment rame, stresse 
Distributor © Stretch Fence parts manganese 
ot sine e Handle Reels bronze. 
f pecia : ° 
rp Aenersnan e Pull vehicles Cadmium Plated 


The AMERICAN GAGE & MFG. Company 


125 TE Bayard Street © Dayton 1 ® Ohio 


DEALERSHIPS AVAILABLE + WRITE TODAY 





“Traffic Can Help” 


(Continued from page 49) 





for additional directory listings and for new service. 
Just as a few examples: There may be six listings for 
Adams but the calling party can’t find the one he wants 
and doesn’t know the address. He can call all six to see 
if he can find the right one — but a lot of customers 
call Information. 

If the operator does not have a listing it is possible he 
lives with another family of the same name, with a 
family of some other name (wife’s relative) in an apart- 
ment with PBX service, or maybe some place without 
a telephone. In any of these cases there is a prospect — 
and we have a good sales point — “People are trying to 
call you.” 

Another one: Jim Murphy has run a boat rental dock 
for a long time. Information operators receive calls for 
“Murphy’s Dock” and there is no such listing because 
the official name is “Crown Point Boat Rental Com- 
pany.” 

There are a lot of others — but if you get down to 
cases with your Information operators you can discover 
your own. When sales are made you increase your rev- 
enue without additional investment and you reduce 
your operator’s non-productive time. 


Busy Lines 
ae acaeaay are frequently called upon to verify 


a busy line. In the case of the business or profes- 
sional man this situation today is like locking the “main 
entrance.” Please do not jump to a conclusion that I 
am about to recommend that Traffic give a salesman a 
list of all verified busies as prospects. Far from that — 
but these are indications. 

Think of your own situation — do you ask for a 
verification the first time you encounter a busy? Of 
course not, and neither does the usual subscriber. This 
means that one subscriber had considerable trouble and 
probably there were others who also had trouble. Traffic 
can take proper analytical steps. 

First, is the called number a PBX trunk, individual 
line, or party line? Second, is it a business or residence? 
Third, make a line usage study if the condition warrants. 

At this point you decide whether this is a prospect — 
but still nobody tries to sell anything because it is still 
a merchandising problem. Maybe you encounter a 4- 
party line and in the same area you have a 2-party line 
with only one party working. If you sell this , arty the 
idea you will get more revenue from the same amount 
of plant. 

A PBX Service Advisor who is alert can come up 
with many marketing items. She can discover extensions 
that are slow in answering, the ones which are unusually 
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TYPE 30 DIAL PABX for 


AND ATTENDANT’S SET Ss UBSCRIBER 
SATISFACTION... 


Designed to make lasting friends out of 
your most fastidious subscribers, Type 3O 
PABX by USI offers prompt shipment 
from stock with easy installation and maintenance. 


Order today! Start earning tomorrow! 





*“GraybaR “il if tZ ( 
Ss ty 


—w., GraybaR 
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the DAVIS HUSTLER 


94 


Why are owners so enthusiastic 





ee 





avout the DAVIS T-66 


TRENCHER-BACKFILLER? 


Because it outperforms any other trencher in its class 
and does its own BACKFILLING to boot! 


Enthusiasm is the result of pro- 
fits ...and that’s what the T-66 
produces. It not only digs with 
amazing efficiency in the tough- 
est soil conditions... but fin- 
ishes up where others leave off— 
by backfilling. Ground-gripping 
traction for accurate ditching 
control and backfilling power is 
attained by large track shoes, a 
unique hydraulic drive, and the 
T-66’s extra-heavy 1400-Ib. 
weight. No erratic rubber-tire 
bounce. Hydraulically controlled 
boom lets you govern digging 
depth and handle the backfill 
blade with ease. Digs 4” wide, 
66” deep or 12” wide, 30” 
deep and at varying widths and 
depths in between. 


Special Attachments for 16” 
Trenches and Flush Digging 
These special attachments open 
the door for jobs previously re- 
served for larger, more expen- 
sive machines. Handles 16” 
trenches down to 24” deep with 
ease...or flush digs alongside 

walls or fences. 







UTILITY TRAILER 


This 2000-lb. capacity, tilt-bed trailer 
for the T-66 and other loads has low 
center-of-gravity stability and load 
equalization suspension system. Sides 
optional. 


the DAVIS PUP 
TRENCHER .:: 


eigaasee” Wa ers 


Digs by sien “This self propelled 
trencher is driven by a six-speed winch 
mechanism. A productive tool for 
trenches 2”-3” wide to 36” deep, or 4” 
wide, 18” deep. 





Lk 


A REAL BACKFILLER 


Heavy-duty, 42” blade attaches to 
boom in less than 5 minutes. Blade 
can be set straight or angled left... 
raised and lowered hydraulically. Nim- 
ble maneuverability — no sluggish gear 
shifting — because of Instant Forward/ 
Reverse. The T-66 as a backfiller is not 
an afterthought... it’s designed that 
way. 


We Welcome Competitive Demonstrations! 


Owner’s enthusiasm creates confidence 
that invites comparison. See why the 
T-66 is the new standard of values for 
trenchers. It’s built by men who are 
leaders in the design of ditching equip- 
ment. Ask about the T-66’s 90-day un- 
conditional guarantee. 
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oe eee MEG. 
tess! 1514 S. McLean Blvd., Wichita 13, Kan. 


Please send me descriptive T-66 literature 
and the name of my DAVIS dealer__. | am 
also interested in the Davis Pup__. Davis 
Hustler__ 





ADDRESS__ chien 





STATE 


1 
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busy, and if there is any shortage of 
outgoing trunks. The Service Advisor 
is likely to be the first to sense the 
need of TWX service — and anytime 
she discovers the attendant or exten- 
sion users recording a lot of notes 
she has an indication of this need. 

Advisor should be 
alert to the need of a paging system, 


Your Service 


and see the need for secretarial de- 
vices. In short, the 
should be thoroughly familiar with 


Service Advisor 


the communications services we can 
market, but it doesn’t stop here for we 
are not just selling or merchandising 
now, we are marketing. This means 
that she should recognize the custom- 

s problem and be able to explain it 
to your marketing people. The answer 
to that customer’s problem can _ be- 
come a product that is marketable in 
many places. 

Another way in which Service Ad- 
visors can help with Marketing is 
through the constant endeavor to con- 
vince PBX subscribers they do not 
need to have charges quoted and to 
get them to use station calls on DDD 
instead of Person through the CLR 
operator. (To emphasize again the 
difference between selling, merchan- 
dising, and marketing this item can 
be termed marketing but would be 
left out in the cold wtih selling or 
merchandising.) 

Unfortunately the Service Advisor 
cannot do this job by herself. She 
needs the help of Commercial and/or 
Accounting. It may be necessary to 
establish special billing to get away 
from charge quoting. An analysis of 
a customer’s billing must be made. 
Each ticket should be listed showing 
the point called, the class (station or 
person), the elapsed time and the 
charges. Where a person call was 
completed immediately to either the 
called party or an alternate, recom- 
pute as a regular station call. Where 
a subsequent attempt or a leave word 
was shown, list the initial station rate 
and in addition recompute the elapsed 
time as a collect station call and list 
that also. When both columns have 
been added, show an additional 10% 
of the difference as the tax effect. In 
a great many cases this will result 
for the cus- 


in substantial savings 


tomer. 
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You may object to this on the basis 
that you are reducing your revenues, 
which is true — but you will find 















your Traffic expenses are reduced 
more than the revenues and this 
results in more profit — the object 





of marketing. 

Another Traffic source of oppor- 
tunities is the dial office management 
Sometimes one group of 
which 


same characteristics as the others is 


group. 
switches seems to have the 
much busier. This may be caused by 
one subscriber or by one line of a 
PBX group. 

Let’s take a broader view of mar- 
keting. Every time an operator con- 
vinces a customer to use your DDD 
system she is doing a good marketing 
job for your company. 

Some of the things which were said 
about listings, upgrades, additional 
lines, etc., may have led you to think 
in terms of giving “sales credit” for 
furnishing prospects. We oppose any 
such idea. In the first place it re- 
quires too much record keeping and 
in the second place it leads to bicker- 
ing, hurt feelings when two people 
turn in the same prospect. 

No Traffic Department can be suc- 
cessful unless the company is success- 
ful. The same is true of the Market- 
ing or any other department. 


As of now many companies are 
placing a great deal of emphasis on 
Marketing, and as we have watched 
this idea develop we have seen the 
appointment of “energetic go-getters” 
in positions of marketing responsibili- 
ty. Unquestionably this is the type of 
person required for sales leadership 
but we would hate to see a situation 
develop where the balance becomes 
distorted. 

We have frequently seen families 
where a baby has arrived with almost 
grown up brothers and sisters. It is a 
pretty tough job for Pop to keep 
from spoiling that new baby, and it 
is also difficult for the older children 
to refrain from jealousy and other 
feelings of resentment. This kind of 
relationship need not exist in the tele- 
phone family and we hope it won’t 
in your company. The “baby” can be 
as successful as his more mature 
brothers and sisters. — D. A. Perigo. 


..-have popular cords without 
really trying! Commercial Cord 
makes everything you need for 
switchboards: nylon-jacketed 
switchboard cords with or with- 
out plugs in four colors... 
operator cords in black or 
brown...every size, every type! 
@ And don’t forget — every 
cord for every use is yours 
from Commercial Cord. mm You 
get instant delivery, too — 


ae 





Commercial Cord maintains 
large stocks all around the 
country. Ml Get catalog, sam- 
ples or prices from Commercial 
Cord Co., Clifton Springs, N.Y. 
Distributed by: Leich Sales 
Corporation, 427 W. 
Randolph St., Chicago 
6,- Illinois; Automatic 
Electric Sales Corp., 
Northlake, Illinois. 


COMMERCIAL CORD 
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“The Plant Man's Part” 


(Continued from page 47) 





The volume control set allows the user to control the 
receiving volume by means of a knob in the base of the 
handset. A two-stage amplifier handset uses a turn key 
to adjust the volume, while a sound-powered handpiece 
may be used by subscribers with less severe hearing loss. 


Cut-off Key: — This item enables a subscriber, by 
manually operating key, to disconnect one or more 
extension stations for privacy, or silence one or more 
ringers when it is desired to avoid interruption of work. 


Visual Signal: — This service may be used on one 
or more incoming lines where the customer desires a 
visual signal for incoming calls. 


Push Button and Buzzer: — These items are prin- 
cipally used to signal individuals on key systems, exten- 


sions, etc. 


Intercomunicating System: — This type of 
service may be provided for use in homes and office 
installations to enable communication between stations 
in the home or office. 


Repertory Dialer: — This is an electro-mechanical 
device designed for automatic dialing of up to 850 
telephone numbers. It is particularly useful to a firm 
that makes frequent calls to a great many regular clients 


or business houses. 


Key Systems: — The 3-line and 2-line sets provide 
various services, a few of which are as follows: (a) 





be 
M%, 


Si a a al 





Getting messages to busy hotel guests — a time consum- 
ing chore for hotel management — can now be handled 
by a new telephone service provided by Automatic Electric 
Co., Northlake, Ill. The “message waiting” service fea- 
tures a flashing lamp on the guest’s room telephone 
which informs him that a message is on hand at the 
PABX switchboard. The lamp is triggered by the mere 
turn of a key. In small hotels, the locking turnkeys are 
mounted on the switchboard, one key for each telephone. 
In larger establishments, the PABX attendant may be 
freed of handling message waiting calls by a special Mes- 
sage Service Control Unit. The compact cabinet contains 
keys for 100 or 200 phones. 





eee | 


Telchime — a new telephone signaling device — emits 

a single bell tone at the beginning of the ringing and 

ends with a pleasing chime note. Unit was developed for 

use with the new compact phones or as a replacement 
for existing ringers. (Wheelock Signals, Inc.) 


Pickup of one or more lines; (b) holding on outside or 
PBX lines; (c) visual incoming signals; (d) manual or 
dial selected intercommunicating and signaling; (e) 
manual or automatic exclusion and cutoff of other sta- 
tions; and (f) manual cutoff or transfer of audible 


signals. 


Additional Line: — An additional telephone line is 
handy in homes with teenagers or where a telephone is 
used quite frequently because of professional and social 
calls. 


Additional Directory Listings: — Additional list- 
ings are useful for identifying and locating professional 
people, partners, or additional members of a family. 
Business listings are inserted in the classified section 
(yellow pages) of the directory, as a guide in locating 
businesses, services, and supplies, which are listed 
alphabetically according to subject. 


Credit Card for Long Distance Calls: — The 
credit card plan provides a convenient means for travel- 
ing customer to charge long distance calls to their home 


or place of business. 


Architect and Builders Service: — This service 
is useful to customers and builders in remodeling or 
building homes; since it encourages the builder to install 
conduit for concealing telephone wiring. In many cases, 
prewiring of a house being built may be arranged for, so 
telephones may be installed in several rooms with the 
wiring concealed at minimum cost to the customer. 


Hotel Branch Exchange Service : — This service 
provides features such as message register service, mes- 
sage waiting service, toll diverting service, room-to-room 
dialing and direct access to long distance service from 


hotel guest rooms. 


Lamp and Key System: — This new system has 
greater capacity and provides such features as directory 
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consoles, private intercommunication, 
pre-set conferences, and add-on con- 
ferences. 


Written Message Transmis- 
sion: — Special instruments provide 
written communication service by 
means of transmitting and receiving 
units over existing circuits with op- 
tional miscellaneous paper winding 
and alerting devices. 


Adapting Telephone Services 
To Customer Needs 


AN IMPORTANT factor in provid- 

ing satisfactory service to cus- 
tomers in unusual situations is to be 
able to adapt existing telephone prac- 
tices and equipment to unusual re- 
quirements. In the past, plant men 
usually were not permitted to deviate 
from standard practices in making in- 
stallations. However, this inflexibility 
may result in failure to provide a par- 
ticular needed service that could be 


earning money for the telephone com- 
pany. 

A good example of such a situa- 
tion is the case where a hospital need- 
ed a special type of ringer to call an 
intern during the night without dis- 
turbing his roommate. The installer, 
who happened to be talking to the 
hospital administrator at the time, 
was a resourceful man. He discussed 
the situation with his supervisor and 
they worked out a plan to use a small 
compact ringer box with a cord which 
could be placed under the pillow in 
the intern’s bed. The ringer was ad- 
justed to ring just loudly enough to 
be heard by the man sleeping on the 
pillow but not by his roommate. The 
installation was so successful that the 
hospital ordered thirty additional 
ringer boxes to be used by other in- 
terns. 

By giving careful thought to their 
customers needs, these practical plant 
men often come up with a solution 


The Stromberg-Carlson RA-1000 Receiver-Amplifier provides improved tele- 

phone service for the hard-of-hearing and increased signal strength in noisy 

areas or on conference hook-up. The RA-1000 is equipped with a volume con- 

trol which permits the user to adjust the listening levels to his own preference, 

taking into account the different levels of speech transmission. When the 

volume indicator is adjusted to its lowest point the output level is the same as 
the standard instrument without benefit of amplification. 
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REBUILDING BY THE DAN-MAC PROCESS 


TELEPHONE REPAIR & SUPPLY COMPANY 













1760 West Lunt Ave., Chicago 26, Ill., Telephone RO 4-3817-8 
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locates Trouble PAS? 


COMMUNICATION TEST SET 


Model JKR 





Now available the well known Model JK 
unit for permanent installation. 


19”x3%2”" relay rack panel. 
Any number and value of loads. 


All controls, 34” spacing binding posts 
and jacks on panel. 


Power supply attachments available to 
power unit from 115 volt AC or ex- 
change battery. 


Other characteristics of the unit are 
the same as the Model JK. 


TRANSISTOR OSCILLATOR MODEL 
J—Voltage output, 0, —13, —16 DBM 
Frequency, 1000 Cycles; Output Im- 
pedance, 600 Ohms; Power, Self-con- 
tained 700 hour mercury battery. Sta- 
ble frequency and voltage. 


DB METER MODEL K—in 4 ranges 
from —20 to +42 DBM. DB Scale, 
red; 1, 5, 25, 125 Volts. Scale Black. 
Frequency response, up to 600 k. c. 
Minimum impedance, 18 K Ohms. 


Model JK 


Enables Carrier 
and Line Check 
at both 1000 Cy- 
cles and Carrier 
Frequency. 


Set consists of 
TRANSISTOR OS- 
CILLATOR Model 
J, DB METER 
Model K, Case 
and Leads. 


GTEWART BROTHERG 





Division of Instrument Laboratories 


CHICAGO 10, ILL. 





315 W. WALTON PL., 


GROUP “F” 
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Electronic Secretary... J 
Hands Free Set 
(Addtni) je 
3-Line Sets (Addtni).. 1. 
2-Line Sets (Addtni).. 
Vol. Control Set........ 2. 
Ericofon (Addtni).... . 
Colored Sets 
(Addtni) 
2- 0 Keys 
ane! Mie. Sig... 
imes & Gongs........ .5 
Jocks (ea.) w/plug- i ia 
P.B.'s & Buzzers (ea.) . 
Cut-out Switches........ 
XL gy kon or Str.) 
9 Feet eoceen 
Bus. Lstng (Aipha).... 50 
Res. Lstng (Alpha)... .50 xx 
* No charge if completed ot thee scc 
applies to- items on same order. 
Single order $1.50 SCC 
** Reg. Bus. or Res. SCC on new install or 
cg. of equip. SCC applies. 
*** No ros from Black to Color—W or 
D same Loc. 
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SERVICE REQUEST 


—DISPOSITION OF REQUEST— 





Card case used by plant employes of a telephone company to carry condensed 
rate schedules and a pad of “Service Request” forms for informing the company 
of customer’s comments and requests for service. 


that helps the customer and at the 
same time brings revenue to the com- 


pany. 


Training Plant Men To 
Sell Telephone Services 


N MANY cases, it has been proved 

that plant employes who are not 
natural salesmen can be trained to 
be successful in their selling efforts. 
A good way to overcome their reluc- 
tance to sales efforts is to have them 
develop the attitude that selling is a 
means of helping customers to solve 
their problems. 
They 


customer as an individual who has 


telephone _ service 
must also learn to treat each 


different requirements from others. 
They should be able to think ahead 
of the customer, and to give good 
reasons for the customer to have addi- 
tional or new type equipment such as 
telephone extensions and compact 
type telephones. 

The installer should learn how to 
attract the customer’s attention to the 
telephone company and its various 
services. Before making the contact, 
he should know what equipment is 
to be installed and what kind of serv- 
ice is involved, as indicated by the 
service order and any supplementary 
instructions by the service foreman 
or manager. It is a good idea to re- 


member the customer’s name; since 
addressing him by his name will im- 
press him favorably. 

When the installer arrives at the 
house, he should leave his vehicle at 
the street curb, rather than in the 
driveway so the customer will see it. 
When she answers the door, the in- 
staller should doff his cap and intro- 
duce himself by name. An appropriate 
statement would be: “I am Jim Jones 
from the telephone company, and | 
have come to install your telephone.” 

In larger towns, it is desirable for 
the company to provide plant em- 
ployes with identification cards to 
present to customers they contact. 
Most people are naturally reluctant to 
admit a strange man into their homes 
without adequate identification. A 
card showing the man’s name and his 
association with the telephone com- 
pany will put the customer at ease. 

It is a good idea to install the tele- 
phone and then suggest additional 
services to the customer. By being 
observant while on the installation 
job on customer’s premises, the in- 
staller can look for the customer’s 
possible needs, as for example, an 
upstairs extension telephone or a 
kitchen extension telephone, if there 
is none, or an additional line if there 
are teenagers in the family. 

The sales-minded installer will get 
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the customer to handle the new tele- 
phone instrument and show her the 
different kinds that are available. The 
compact type telephone that “is little, 
lovely and lights” should especially 
appeal to the lady of the house. The 
various convenient features such as 
the coiled cord, adjustable ringing 
volume (on regular sets) and non-slip 
base should be pointed out. 

On completion of the installation, 
the installer should clean up all work 
debris and leave a telephone directory 
for each set. 

Before departing, he should talk to 
the customer and make sure she is 
satisfied with the installation. It is 
important to leave her favorably im- 
pressed with the company and its rep- 
resentative, so that a way may be left 
open for a future sale if she is not 
now convinced of the need for addi- 
tional telephone services. 

The merchandising program of a 
telephone company has become a very 
important activity. Without consist- 
ently successful sales results it would 
not be possible for the company to 
meet the ever growing competition 
from other businesses. The plant man 
definitely has an important part in 
this project. His value in that respect 
is exemplified by the slogan “service 

through sales.” — John S. Reed. 


Multiplexing System 
A QUICK-REFERENCE catalog 


sheet listing specifications of the 
B910 solid stone state multiplexing 
system has just been issued by Lynch 
Communication Systems Inc. Lynch 
describes the B910 as a fully tran- 
sistorized system expandable to cable 
and wire-line operation on a carrier 
frequency basis to complete a com- 
munication system. 

A new filter design for the Lynch 
B910 allows the basic 12 channel sys- 
tem to be translated directly to the 
60 to 108 ke spectrum in one modu- 
lation step offering a substantial sav- 
ings in the cost of intermediate group 
equipment, extra wiring, assembly 
and testing. 

To obtain your copy write Lynch 
Communication Systems Inc., Dept. 
TE&M, 695 Bryant Street, San Fran- 
cisco 7, California. 
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Electrowriter’ System 
expedites assignments for 
General Telephone of Florida 
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Electrowriter instruments play an important role in prompt, accurate customer 
service for the General Telephone Company of Florida at St. Petersburg. 

The dispatcher writes authorizations for new and changed telephone num- 
bers directly on the Electrowriter Transmitter; these authorizations are instan- 
taneously recorded in writing by the Central Office’s Electrowriter Receiver, 
four miles away, where wiring and switch racks are located. 

Results? Assignments handled quicker, in writing, requiring only one per- 
son’s time. Substantial saving in manhours are achieved. Busy frame men are 
no longer interrupted to receive assignments, for the Electrowriter Receiver 
takes written messages unattended. And permanent, written records stream- 
line record-keeping. 


Now... Wyrde By Telephone" 


You can “Write By Telephone” over regular dial net- 
works* or private lines for alternate written message 
and voice service. Find out how your company can 
increase its efficiency and cut costs with Electrowriter 
Communication Systems. Send for full information. 
*Electrowriter instruments are accepted for use over local and long dis- 
tance facilities of the Bell System, General Telephone System, and inde- 
pendent telephone companies. 


Elethiowrilor’ 


COMMUNICATION SYSTEMS BY 
COMPTOMETER 


Comptometer Corporation, 5600 Jarvis Avenue, Chicago 48, Ill. « SPring 5-2400 + Offices in Principal Cities. 





@® ELECTROWRITER 
TRADEMARK REGISTERED 
U.S. PATENT OFFICE 





POLE PRUNERS 


No. 11 


Cuts up to 1” 
branches. A 
strong, durable, 
easy cutting 18 
foot tree prun- 
ing unit. Spruce 
extension poles 
in 6 foot sec- 
tions, with tele- 
scoping alumi- 
num joints. 



















No. 12 


Cuts up to 11/2” 
branches. Prun- 
er head is mal- 
leable iron 
casting, husky, 
unbreakable. 
Smooth, easy 
cutting action. 















LOPPING SHEARS 


Heavy duty, fast easy cutting loppers 
designad for utility use. 







No. 75 
Compound lever cutting action, 
smoothly slices through 134” to 2” 
branches. 








Nos. 525, 530 ' 
The famous “Tiffany” pattern lopping 
shears 25” and 30” models. Cut 
branches up to 154”. 


SAWS 


No. 1826 


26” blade of Sandvik Swedish steel 
especially designed for true work. 
For those spots where a chain saw 
can’t operate. 













PRUNING 








Send for literature and additional in- 
formation on pruning tools of all types. 


| Quality Toole | 
rn Sa 


SEYMOUR SMITH & SON, INC. 


Oakville, Connecticut, U.S. A. 





Sales Representative 
JOHN H. GRAHAM & CO. INC. 
105 Duane Street, New York 8, New York 
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“Boosting Directory Revenues” 


(Continued from page 42) 


Eye-Catching Color Helps: — 
We make our book an eyecatcher by 
daubing it with color. Color can be 
used to make an attractive cover and 
in addition to assist the subscriber in 
differentiating between the sections of 
the directory. For example, in a re- 
cent directory distributed by the Cal- 
Inc. the 
exchange listings in the alphabetical 


vert Telephone System, 
section were printed on pastel paper 
stock, giving a rainbow effect and 
making it easier for the subscriber to 
locate quickly the numbers in his ex- 


tended service area grouping. 


Easy-To-Use Size Is Important: 
— If the directory is too large the 
customer will put it away in a closet 
or let Junior sit on it at the breakfast 
table. If the directory is too small it 
will become lost by being shoved into 
a desk drawer. There are several ways 
to make a directory of a size that the 
customer will cling to. 

Too Small? — In order to build 
up a somewhat small directory the 
Garden Valley Telephone Company, 
in its 1958 directory, consolidated 21 
exchanges into one directory. For the 
convenience of the subscribers they 
listed the exchanges alphabetically on 
the front cover, together with the 
pages on which the exchanges could 
be found. 

Too large for ready use by the sub- 
scriber? — It is possible to go from 
two columns on a page to three col- 
umns or four columns and thus reduce 
the overall size of the directory. In 
addition, it is also practical to reset 
the directory to a smaller type. How- 
ever, after doing this, some compa- 
nies have had tongue-in-cheek re- 
quests for magnifying glasses. 


Usable Extra Features Increase 
Usage: — If you want your sub- 
scribers to make greater use of your 
directory, put into it information that 
is not directly related to the telephone 
business. For example, in the Cincin- 
nati directory there is a “Blue Page” 
section giving facts about Cincinnati’s 
parks, _ play- 


history, commerce, 


grounds, public library, municipal 
information and a summary of traffic 
rules. Other directories contain such 
items as postal zone maps and the 
metropolitan area freeway maps. Of 
course, we include our own telephone 
instructions about local and nation- 
wide dialing or any other telephone 
data that will help the subscriber use 
our service. One company has even 
considered inserting a street address 
section disclosing telephone numbers 
in sequence of street address of the 
premises involved. 


Print And Paper Go Far To 
Make A Usable Directory: — 
Dressing up our directory obviously 
includes the use of a legible print and 
durable paper stock. The directory is 
intended to be read so the size and 
type of printing should encourage 
this. The directory is intended to last 
longer than one brief thumbing 
through by the family youngster and 
therefore must be of durable and good 
reflective quality paper stock. 

Well, now that you know you have 
a good directory product and believe 
the public will use it and the adver- 
tiser will buy it, what do you do to 
squeeze out the revenue? 


Aid Your Advertiser 

URS is a service industry; the 

more we serve our subscriber the 
more revenue we gain. This is just as 
true with the yellow page subscriber 
as with others whom we serve. There- 
fore, we aid our yellow page adver- 
tiser in every possible way. We supply 
him with decals to provide a person- 
alized tie-in with his yellow page ad 
and place of business. For his win- 
dows we can give him a decal which 
shows his name and informs the pub- 
lic that he is in the yellow pages. For 
his trucks we might give him a decal 
that says, “Find Us Fast In The Yel- 
low Pages.” For counters within his 
place of business, we might give a 
counter card with an easel stating, 
“For Superior Service Find Us In 
The Yellow Pages.” 


We can provide him with special 
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LOOR-CON teurprone Floor connector 


keeps desks free from all telephone equipment 
ends needless marring of office furniture 





Gas-filled tubes discharge high voltages faster 
than carbon blocks — ten times faster than air 
gaps — and discharge both sides of the pair at 
the same instant. 


TYPE 167-B For Carrier Terminals 
Panel type. Two 300-500 volt, plug-in tubes; two 
6-amp, auto-reset circuit breakers. Each tube dis- 
charges its respective line (power or telephone). 
Lo Circuit breakers also serve power line and 
prevent follow-up arcs from normal current 
TYPE 167X1 
For Telephone Lines 
Single-tube, single-pair protector. 
Plug-in type, 300-500 volt tube. 
Bracket mounting, snap-on 
weather-proof cover. For carrier 
lines and drop side of subscriber 
carrier terminals. 
Write or call us for Bulletin 259-C 


BUCKEYE TELEPHONE & SUPPLY CO. 
1250 Kinnear Rd. ® Columbus 21, Ohio 
Phone—HUdson 8-0655 (Area Code 614) 








dj 
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(Pat. No. 2854166) 












A Directory for the 
Cambridge Telephone Company 









Printed by 


R.R. Donnelley & Sons Company 
350 East Twenty-second Street, Chicago 16 
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VMieasure 
=Vab’arelt-tt-l alert 


at 
walking 
speed 





records 100,000 ft. 
automatically / 

It’s So Easy to measure with a Rolatape 

...and you save time on every estimating 

job...no tapes to wind, no helper is re- 


quired. You get precision-accurate meas- 
urements every time. 





Records Feet automatic- 
ally and the accumulated 
total is always in full view. 


Shows Inches, and Frac- 
tions of an inch. Wheel is, 
calibrated in inches and 
fractions for quick easy 
reading. 


Shows Tenths of a foot. 
Wheel is calibrated in tenths 
on reverse side for engineers. 











There is a variety of 
Rolatape Models to 

suit your needs, 
See them at your 
local dealers. 


Werte for 


information and 
name of local 
dealer today! 


Rolatape, Inc., 
1741 14th St., 
Santa Monica 2, 
California 


ola 


Measuring Wheels 
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trademark reproductions of his ads 
as they appear in the yellow pages. 
We use standardized decals on our 
own company vehicles, paystation 
booths and other appropriate places 
in order to draw public attention to 
the yellow pages. 

Have you thought of putting up 
highway signs on the approaches to 
your communities? These signs can 
say, “Find It Fast In The Yellow 
Pages” and include your telephone 
company name underneath. 

Naturally, we aid the advertiser by 
promoting yellow pages on our billing 
with envelope cuts, through occa- 
sional bill inserts, through newspaper 


mat advertising, through folding 
matchbooks and other give-aways 


and, if we are a larger company, by 
promoting yellow pages in bus and 
train cards, radio stations, TV mes- 
sages or even in national magazines. 

This advertising that we do to aid 
our yellow page subscriber really gets 
results and you should not hesitate to 
point this out to him at the next op- 
portunity. A recent study showed that 
96% of the nation’s telephone sub- 
scribers use the yellow pages. This is 
no accident and probably is greatly 
contributed to by our industry’s ad- 
vertising of yellow pages. Are you do- 
ing your share? 

Once we know we are doing a good 
job of aiding our advertiser we then 
seek out ways and means of getting 
him to purchase our space in greater 
quantities or more places. There are 
major and minor sources of directory 
revenue and we study both of these 
in order to see how revenue can be 
increased from each. 


Major Sources Of 
Directory Revenue 
AJOR sources of directory rev- 
enue are those which you an- 
alyze before each sales campaign in 
order to assure yourself that you are 
reaping the maximum benefit from 
them. These sources are: 


(1) Local: — Sales within the local 
exchange and directory. 
(2) Multi-Book: — Selling sub- 


scribers into other directories while 
on the local selling call. 

(3) Foreign or Special Sales: — 
Calling upon potential advertisers in 


nearby communities not currently be- 
ing worked for their own local di- 
rectory. 

(4) Telephone Sales: — Sales 
made over the telephone to marginal 
accounts which do not justify a per- 
sonal field call by a salesman. 

(5) Rate Increase: — Timely and 
appropriate general rate increases for 
yellow page advertising. 

(6) Special Circumstances That 
Stimulate Interest In The Telephone 
Such 
could be dial conversions, or all num- 


Industry: — circumstances 
ber calling conversions (ANC). These 
special events will frequently increase 
yellow page revenues by being tied 
into the sales campaign period and 
thus increase the advertiser’s aware- 
ness of the telephone company. 

Most of us are already paying at- 
tention to the major sources of rev- 
enues so let’s proceed to the minor 


sources. 


Minor Sources Of Revenue 
INOR sources are those which 
will collectively contribute heav- 
ily to the profit margin of our book 
without individually amounting to a 


large sum. 


Economical Delivery Methods: 
— Perhaps it is time to review de- 
livery methods to see whether the new 
postal rates indicate that our delivery 
costs will be less if we change the size, 
shape, weight of our directory or 
method of routing it through the U. 
S. Mail. Maybe we should take ad- 
vantage of the local Boy Scouts to 
deliver directories. 
should hire a professional delivery 
crew to do the job. If we are already 
using a professional crew, maybe we 
should be photographing the delivery 
list that the crew uses by taking a pic- 
ture of street address information in 
the Assignment Center or some other 


Possibly we 


place of record. Some companies have 
found this to be quite a cost saver 
compared with the usual method of 
preparing a delivery list. 

Dollars Found In ALST’S: — 
Additional listings and lines of in- 
formation in the white pages can be 
worth anywhere from 25¢ to 75¢ per 
month and cost the telephone com- 
pany virtually nothing to maintain. 
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FOR Simple carrier reinsertion 


in this 


TRANSMISSION === 
MEASUREMENT  votmeter 


Sierra Model 125B-CR Frequency Selective Voltmeter 


Monitoring of single-sideband carrier telephony signals 

is simple with self-contained crystal oscillators for carrier 
reinsertion in the Model 125B-CR Frequency Selective 
Voltmeter. Continuous tuning 3 to 620 kc, the 125B-CR is also 
a flat ac VTVM, 1 to 620 kc. 


Direct-reading frequency, continuously tunable. Virtual 
elimination of spurious responses. Variable selectivity-250, . pccupate. 
2,500 cps, each 3 db down. Accuracy +1 db, — 80 to +32 dbm SA 
(as flat VTVM, 0.5 dbm, —20 to -+-32 dbm), ideal for ENOITIVE 
measuring carrier levels. Self-contained crystal oscillator 
for both frequency and level calibration 





SPECIFICATIONS common to selective operation of the 
Sierra Model 125A, popular general purpose model Th ree flexi ble 
Sierra Model 125B-CR, with internal crystal oscillators for easy carrier reinsertion ° 
Sierra Model 125B-Y, incorporating special 20-pin connector for carrier mM od e | sin t h e 


rack fast patch convenient 






















Frequency Measuring | ‘ine impedance j 
Range [3.ab down [ ab down | tow End [High Ena | A®°U"BCY | regaing in dom Sierra 125 
+125cps | +500cps | +1ke | +2kc +1db | Bal. or unbal. 135 series of 
+1250 cps | +5kc input impedance, 
20 kQ nominal. Frequency 
The Sierra Model 158A Frequency Selective Voltmeter operates from 500 kc to 10 mc; Se | ect ive 
selectivity +2000 cps 3 db down, +20 kc 45 db down; frequency accuracy +0.056 mc 
low end, +0.08 mc high end; measuring accuracy +2 db; line impedance for direct Vo Itm eters 


reading in dbm, unbalanced 600 ohms. 


Rapid ca F 
Sierra Model 124A Line Fault Analyzer; Instantly pinpoints shorts, opens, grounds, indicates 
nature of fault, plus exact location. Easy to use, operates on “radar” principles; operates 

on most metallic power and communication lines, direct reading ¥2 to 100 miles, 

accuracy within % mile. 

Write or call Sierra today for complete data on these and other instruments for 


communications application. Data subject to change without notice. 


SIERRA ELECTRONIC CORPORATION 


A Division of Philco Corporation 
fal 7308Y BOHANNON DRIVE * DAVENPORT 6-2060 > AREA CODE 415 * MENLO PARK CALIF., U.S.A. 
Sales representatives in all major areas 
Canada: Atlas Instrument Corporation, Ltd., Montreal, Ottawa, Toronto, Vancouver 
Export: Frazar & Hansen, Ltd., San Francisco 





7308 
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SPEED UP 


Installation 


You can save time and labor by speci- 
fying INDIANA Terminal Housings for 
your buried wire and cable jobs. The 
heavy No. 10 gauge steel stakes of 
the pedestal type can be driven into 
the ground. The cover plate can be 
attached or removed with ONE screw. 
All models are designed for ease in 
mounting terminal blocks and load- 
ing coils and in making splices or 
connections. 

INDIANA Terminal Housings are 
heavily galvanized AFTER forming for 
longer life. Available in both pedestal 
and pole-mounted types and in four 
models capable of accommodating 
from one pair to 400 pairs. 


Ask your 
distribu- 
tor of 
telephone 
supplies 
or write 
for Bul- 
letin No, 
TH-101R. 









“IT want’a git off’n this party line... 
Whats yer one party business rate?” 


On the average the revenue from these 
listings goes on from year to year 
until the primary service is discon- 
tinued, and once the setup costs have 
been paid the revenue is pure profit. 
We should certainly be including ad- 
ditional listings in the recommenda- 
tion made by the business office serv- 
ice representative when service is 
initially ordered by the subscriber. 


Reducing Directory Quantity: 
— Sometimes we can save a reason- 
able amount of expense without sacri- 
ficing the quality of the service be- 
ing rendered. For example, in one 
company the practice had been for 
years to order an annual quantity of 
directories at 150% of the primary 
stations in service at the beginning of 
the year. Careful study indicated that 
this could be cut down to a total 
quantity of directories of 115% of 
primary services. This study recog- 
nized the results of a customer sur- 
vey which showed that not all sub- 
scribers wanted a telephone directory 
at every extension telephone. In the 
event that you reduce the quantity of 
directories to be supplied by a pub- 
lisher be sure that your company re- 
ceives the benefit of the cost savings. 


Trade Mark Leads: — can be 
money makers. Sometimes we do not 
explore sufficiently the prospects that 
are available for trademark adver- 
tising in our directories. You will re- 
call that this is a practice of using 
national trademark devices for inser- 
tion in the local directory in such a 


way that a local advertiser is recog- 
nized as a representative of a na- 
tionally promoted item, a GE refrig- 
erator for example. 

Usually the local company is paid 
75% of the billing related to the 
trademark publication and 25% is 
remitted to the home telephone com- 
pany of the national industry. 

Your company may find new rev- 
enue by preparing a prospect list for 
the directory sales people to use in 
contacting ig! advertisers. This list 
can be based upon a Trademark Cata- 
log, easily available to you, in which 
telephone company personnel mark 
those trademarks which are not cur- 
rently represented in your local di- 
rectory but should be because of local 
advertisers selling these products. The 
directory salesman then tries to sell 
trademarks to your local prospects. 


Accelerated Billing Of Foreign 
Advertisers: — Some companies 
have found that their cash flow is im- 
proved and their revenues increased 
by rendering a one-time, annually in 
advance, billing to foreign or special 
advertisers. Remember that a foreign 
advertiser is one who resides outside 
of your area but carries an ad in your 
book. Therefore, you are billing him 
only for the advertising and not for 
other telephone service. One method 
of doing this is to send an annual bill 
at the time of issuance of the direct- 
ory. This billing covers the full issue 
for twelve months and is sent to him 
with the suggestion that he pay it off 
in full and not have to resort to twelve 
monthly payments. Some companies 
have found as many as 35% of these 
special advertisers taking advantage 
of the annual payment in full method. 
You thus receive your revenue sooner 
and avoid some out-of-business uncol- 
lectibles. 


Alphabetical Bold Type List- 
ings Have Good Potential: — 
These are larger type listings in the 
white pages of the directory and are 
usually sold in addition to yellow page 
advertising space. Companies often 
charge in the vicinity of $1 per month 
or $12 per year for alphabetical bold 
type listings and experience has been 
that it is possible to sell all the way 
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Simplicity of design, good 
proportions, plus the use of 
strong, durable materials 
results in a product with 
both attractive appearance 
and a rugged constitution. 





For full particulars, consult your distributor or write direct ... 
Benner-Nawman, Inc., 3421 Hollis Street, Oakland 8, California. 
a B-N booth is a busy booth! 
















Nothing so satisfying, so grand as a week or weekend in 
nature’s magnificent outdoors at Mountain Lake. Crisp, 
cool mountain air will make your tennis, fishing, boating 


’ Y horseback riding, swimming, golfing, mountain climbing 


f y or just plain loafing the greatest you've ever enjoved. Choice 
( % 
i 


Tt fis’ 










of excellent hotel accommodations or secluded rustic cottages. 


hotel Mountain lake ff 


Mountain Lake, Virginia i 


cAmerican ‘Plan. ‘Reasonable rates. Open May 23rd through Oober Ast. i | 


| 


ANyilialed) ahrontbh Hells RADIOS + TELEVISION + COMPLETELY AIR CONDITIONED 


Alabama: MOBILE the Admiral Semmes, BIRMINGHAM the Thomas Jefferson. Washington, D. C.: the Washington. Indiana: 


ne Hotel INDIANAPOLIS the Claypool. Louisiana: NEW ORLEANS the Jung and the De Soto. Nebraska: OMAHA the Paxton. New 
teletype Mexico: CLovis the Clovis. South Carolina: COLUMBIA the Wade Hampton. Virginia: MOUNTAIN LAKE the Mountain 
sociuesidiaas Lake, NORFOLK the Monticello. Texas: AUSTIN the Stephen F. Austin, BROWNWOOD the Brownwood, DALLAS the Baker and 
pee 2 the Travis, EL PASO the Cortez, GALVESTON the Buccaneer, Galvez, Seahorse, Jean Lafitte and Coronado Courts, LAREDO the 


Plaza, MARLIN the Falls, SAN ANGELO the Cactus, SAN ANTONIO the Menger and the Angeles Courts. 
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ROHN 


SELF SUPPORTING 


COMMUNICATION 
TOWER 


NOW available up to 170 ft.! 


0 ge mages Sy get al am 5 ath senna en tame 





* Fully self-supporting in heights up to 

170 ft. 
Rated a true HEAVY-DUTY steel tower, 
suitable for communication purposes, 
such as radio, telephone, broadcasting, 
etc. 

* Complete hot-dipped galvanizing after 
fabrication. 

* Low in cost—does your job with BIG 
savings—yet has excellent construction 
and unexcelled design! Easily shipped 
and quickly installed. 


FREE details gladly sent on request. 


Representatives coast-to-coast. 


ROHN Manufacturing Co. 
P.O. Box 2000 
Peoria, Illinois 


“Pioneer Manufacturers of 
Towers of All Kinds” 


from twelve such listings per thousand 
listings in your directory up to fifty 
or sixty alphabetical bold type list- 
ings per thousand ordinary listings. 
As with the additional listing, the 
original setup cost is soon recovered 
in the monthly revenue and thereafter 
the item produces pure profit. Per- 
haps this year your directory sales- 
men could attempt to sell white page 
alphabetical bold type listings to yel- 
low page advertisers upon whom they 
call. 


National Yellow Pages Service 
Was Introduced In 1960: — 
It may improve your directory rev- 
enues. In brief, this is a plan whereby 
an advertiser can purchase an entire 
line of yellow page items in any com- 
bination or in all of the yellow page 
directories in the United States and 
Canada. He may do this purchasing 
from one central point and be billed 
on the basis of one centralized billing 
per month. This is a tremendous con- 
venience to him because in the past, if 
a large advertiser wished to under- 
take nationwide advertising in our 
directories, he had to negotiate di- 
rectly with each of the telephone com- 
panies involved. Now, under the new 
plan, the advertiser may buy any 
particular item that is available in 
any directory and he may vary his 
representation in directories accord- 
ing to the requirements of his own 
market. He has available to him over 
1,000 telephone directories and more 
than 70,900,000 telephone prospects. 

How does this apply to you? This 
is an excellent service and one that 
you should be vigorously promoting 
to any potential subscribers within 
your territory. While it is geared to 
fit only certain advertisers it will be 
profitable if you find such advertisers 
within your own operating territory. 


Street Address Directory: — 
Early in this article we mentioned 
that it is possible to dress up your 
directory by including a street ad- 
dress section. It may even be profit- 
able for you to put out your own 
separate street address directory on a 
semi-annual or annual basis and at 
a monthly rate. This is a telephone 
service just like others that we render 





“He claims to be the fastest installer 
in the country!” 


and can be charged for on a monthly 
basis. For example, a company might 
receive $3.25 a month for a street 
address directory with less than 
30,000 listings. The monthly rate can 
go all the way up to $9.00 or $10.00 
a month for the large directories. If 
you could find 100 customers for the 
smallest street address issue this 
would be $325 a month gross revenue 
for your company. 


A Regional Directory Might Be 
A Revenue Improver: — A re- 
gional directory is one made up of 
a major trading center plus surround- 
ing outlying exchanges, and some- 
times is served by more than one tele- 
phone company. Listings in the classi- 
fied section are often interlocked re- 
gardless of the community in which 
they fall and there may be two or 
more advertising rates within the one 
regional directory. 

There are some profit possibilities 
in the regional directory. First, it will 
probably stimulate toll usage between 
communities, especially if there is 
direct distance dialing available to 
the subscriber. Second, some compa- 
nies have found sharp increases in 
directory revenues upon going into 
the regional directory. However, there 
are other disadvantages which you 
should explore for yourself. 


Resetting To Smaller Type: — 
This procedure will reduce the ex- 
pense of publishing your book but 
as mentioned before, there may be 
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today’s most modern 
mobile radiotelephone 


AChieverfone, the new 150 Mc band 
mobile radiotelephone by AC, is spe- 
cifically designed for all modern ap- 
plications. Your customers can place 
calls to, or receive calls from, all 
business and household telephones. 


Unlike most common carrier MTS 
systems with only one or two fre- 
quencies, AChieverfone has a four- 
channel capacity. This means that 
calls are rarely missed or delayed. 
Furthermore, AChieverfone’s chan- 
nels are selected by pushbuttons. 





All| 
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AChieverfone’s modern S also 
includes a dramatic reduction in 
the number of components. Instead 
of three or more separate units, 
AChieverfone has only two—a 
unique, simplified control head and 
a compact R-T unit. 


AChieverfone’s styling is also as at- 
tractive as the newest of today’s 
home telephones. Feature for fea- 
ture, AChieverfone is the most mod- 
ern MTS system available. For more 
information, write or call AC today. 
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SPECIFICATIONS—FCC Type Accepted 


| Transmitter: 144-174 Mc, 4-Channel 

| RF output: 22.5 watts into 52 ohm load 
Receiver: 144-174 Mc, 4-Channel 

Wide Band (60kc) or Narrow Band (30kc) 
models available (Bands converted to Nar- 
row or Wide by substituting | F filter) 
Frequency Stability: within 0.0005% 
Selective Signaling: 51,000 five-digit (com- 
patible, 2-tone, sequential) codes available 
Size: Receiver-Transmitter, 21's" x 8%" x 6%" 
Weight: 37.25 pounds, including Receiver- 
Transmitter, control head and interconnect- 
| ing cable 
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AGHIDEWEnIrON 


An AChievement in Mobile Communications 
AC Spark Plug Re The Electronics Division of General Motors 


Box 622 * Milwaukee 1, Wis. 


* Telephone BRoadway 3-1120 
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BUILT-IN 
BALANCE 





REINFORCED 
DROP WIRE 


Balanced breaking strength of the conductors—400 pounds plus, 
with #18 AWG, 30% copperweld. Adhesion of the insulation— 
strong enough to prevent slipping at maximum load without 
physical or electrical failure. Neoprene jacket—tough, abrasion 
and weather resistant with enough “beef” to prevent buckling at 
the “P” clamps all the way up to maximum conductor strength. 
Compression cutting resistance—no break-down in “P” clamps 
up to overall breaking strength of the conductors. This sturdy 
balanced construction resists deformation and provides greater 
protection against lightning failures. This combination of exclu- 
sive Alphaduct features assures you of built-in balance for more 
years of trouble-free service and lower initial installation costs.* 


Regional Distributors: 
Buckeye Telephone & 
Supply Co., Columbus 
Ohio; The Lindsay Tele- 
phone Supply Co., Cleve- 
land, Ohio; Pankey Supply 
Co., Charlottesville Va. 


National Distributors: 
Automatic Electric Sales 
Corporation, Northlake, 
Ilinois; Leich Sales Cor- 
poration,427W. Randolph 
Street, Chicago, Illinois. 


ALPHADUCT 





*it's dated for comparison. 


108 


offsetting disadvantages. If you in- 
crease the number of columns to the 
page or the number of listings per 
page by using smaller type, you will 
naturally save in paper, perhaps save 
mailing or delivery costs because of 
reduced weight and even stave off the 
day when you have to split the di- 
rectory into two books. If a reset can 
be accomplished without sacrificing 
the quality of the service to the pub- 
lic, it may increase directory profits. 


Summary 

E HAVE said that the customer 

is ready to use yellow pages 
and the advertiser is willing to buy 
yellow page space. We have pointed 
out that to boost directory revenues 
you should dress up your book so 
that the telephone subscriber will keep 
it available; you should aid your ad- 
vertiser so that he will buy your 
space; and, you should study the 
major sources of revenue which work 
for you every sales canvass and the 
minor sources of revenue which col- 
lectively can strongly boost your di- 
rectory revenues. 

In addition to the ideas presented 
here, I suggest that you review an 
article entitled “How We Boosted 
Telephone Directory Revenues” in the 
June 15, 1958 issue of Telephone En- 
gineer and Management. Suggestions 
from both these articles plus your 
own ideas will start you on the road 
to “Boosting Directory Revenues.” 


Repeater Manual 

LINDSAY Telephone Supply Com- 
pany has recently completed prepara- 
tion of a booklet describing the ap- 
plication of the Norelco negative im- 
pedance repeater to voice circuits 
having poor transmission. 

It is said that up to 80% of the line 
loss can be eliminated by the proper 
use of this repeater. The booklet 
offered by Lindsay simplifies the in- 
stallation of the repeater by forces 
having only a modest knowledge of 
transmission principles. A copy of 
this booklet may be secured by writ- 
ing to Lindsay Telephone Supply 
Company, Dept. TEM, Northfield, 
Ohio. 
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“A Planned Sales Approach” 


(Contiued from page 39) 


with assigning responsibilities and 
selecting and hiring personnel. Close- 
ly following this phase was the devel- 
opment of a comprehensive training 
program. 


Training The Salesmen 
NASMUCH as we are concerned 
here primarily with our sales ap- 
proach, it will be more pertinent to 
the subject if we set forth, briefly, the 
type of sales training that was devel- 
oped and provided to the salesmen in 
order to qualify them as expert com- 
munications consultants, fully equip- 
ped to serve the customer in provid- 
ing de- 
signed to meet his exact requirements. 
The broad purpose of our sales train- 
ing program for the salesmen was to 
provide them with the necessary sales 
information and skills in the various 
aspects of their work — emphasizing 


complete communications 


those activities that increase sales, 
build strong customer relations and 
contribute to lower sales costs. 

As a guide to our over-all approach 
to the sales training program, we de- 
the 


(1) an analysis of the salesman’s 


veloped following procedure: 
sales activities: this involved an ex- 
amination of everything bearing on 
a successful sale of communication 
equipment and services, pinpointing 
the details of the salesman’s activities 
in all aspects of his work; (2) this 
information was then classified into 
two categories; (a) what the sales- 
man has to do, and (b) what the 
salesman has to know. 

Only when a salesman knows what 
makes a sales interview successful can 
he compare the use, misuse, or lack 
of use of the vital factors in his own 
sales presentation and in the sales 
presentation of other salesmen. Gen- 
eral Telephone’s entire approach to 
selling is an analytical one and is 
based on three key factors that are 
emphasized throughout our entire 
sales training and retraining pro- 
gram: 

(1) Plan the sales presentation so 
that the salesman will have a better 
opportunity for securing favorable 

- 
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action. We want the salesman to de- 
velop ways that will make it easier 
to plan in advance what he wants to 
say and do on each call. 

(2) Check the effectiveness of the 
sales efforts. When the salesman 
learns to check upon his actions, he 
learns faster and puts to use the 
things he finds sell best for him. The 
salesman learns through experience 
and if this is to be useful, the sales- 
man must make a more exacting eval- 
uation of his efforts. 

(3) Use and Re-Use what works. 
Checking enables the salesman to ob- 
serve certain recurring points. Once 
these are recognized and identified, 
the salesman can select from his own 
experience and then consciously use 
those things that work until these be- 
come second nature. 

These three key factors provide the 
basis for our entire sales training pro- 
gram. These are further expanded in 
our training course as evidenced in 
the following titles of the specific 
topics included in the training pro- 
gram: Why People Buy, Planning to 
Increase Sales, Determining Sales Ob- 
jectives, Product Knowledge, Han- 
dling Objections, Getting Favorable 
Action, Building Customer Confid- 
ence, Checking Sales Efforts to In- 
crease Sales, Working Tools that In- 
crease Sales, Developing Additional 
Use of Equipment and Services, and 
Making Field Reports Pay Dividends. 

In addition to presenting these 
Tech- 


niques” in conference-type training 


topics on “Successful Selling 


sessions, the salesman’s training con- 
sists of a number of sales planning 
demonstrations together with actual 
on-the-job coaching during sales con- 
tacts with business customers. The 
importance of planning is emphasized 
and practiced throughout our entire 
training and retraining programs, 
The salesman must plan what he is 
going to cover on each sales call. 
Experience has proved that this 
will assure more sales than anything 
else the salesman can do. There is no 
substitute for planning in achieving 
sales success. We have provided all 








BRIGHT NEW COLORS BUILD NEW BUSINESS 


DIALS—repaired or modernized fast with satis- 
faction guaranteed by exclusive, Hallamore 
designed electronic test apparatus. 


TELEPHONE INSTRUMENTS AND PAY STATIONS 


—given the new look (changed from black or 


faded color to your choice of user-attracting shades 
by the magic of tough, durable Hallaplast) while 
they are brought to peak efficiency. 
—Hallamore, Divisien of The Siegler Corporation/ 
714 N. Brookhurst St./Anaheim, Calif./ 2p, 
PRospect 4-1010/D.D.D. area 714. 


HALLAMORE 


yy ee 
P. ublishing 


Company 


A Division of 
Western Utilities Corporation 


TELEPHONE 
DIRECTORY 


PUBLISHING 


Selling — Printing — Engraving 
Production — Distribution — Collecting 
Counsel for Advertisers 


OFFICES: 


300 Montgomery Street, San Francisee 4, Calif. 
2911 Bond Street, Everett, Washington 

13771 S.W, Farmington Road, Beaverton, Oregon 
116 South Rusk Street, Kilgore, Texas 

130 East Lime Avenue, Monrovia, California 


Call any of our offices 
for a free estimate on your directory 
potential today—no obligation! 





109 

















CEECO TYPE C225 
GALVANIZED STEEL 
CASE ASSEMBLIES 


CEECO TYPE C225 


GALVANIZED STEEL CASE ASSEMBLIES 


FOR UNDERGROUND (VAULT MOUNTING), 
CONTAINING 4 TO 460 COILS. 


@ LEAD STUB ASSEMBLIES ARE PRESSURIZED. 


@ PLASTIC STUB ASSEMBLIES ARE SEALED IN 
THERMOPLASTIC COMPOUND. 


These assemblies can be equipped with voice fre- 
quency coils. Types C632 (88 MH) and C638 (44 
MH) Coils are for subscriber Loading, and Types 
C642 (88 MH) and C641 (44 MR) coils are for use 
on quadded inter-office and toll cables. Special 
coils can be made to meet other requirements. 


Write us for assistance on your loading problems. 


CEECO loading coils are sold by your telephone 
equipment supplier. 


COMMUNICATION EQUIPMENT & ENGINEERING CO. 





5646 West Race Avenue e Phone EStebrook 8-3109 e Chicago 44, Illinois 





Quality pays 
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TRENCHER 


ANIBVKN 


IS BETTER BUILT TO GIVE YOU 
MORE PERFORMANCE 


You get more trench for your money— 
day in and day out—and at less cost 
with an AUBURN. Simple and rugged 
in design, it’s virtually trouble-free. Its 
variable hydraulic drive automatically 
adjusts the speed to changing soil con- 
ditions. One man operates it digging up 
to 800’ per hour, 6” to 14” wide and 
down to 6’ deep. 

Job proven ... AUBURN is the first 
choice of contractors, utility and tele- 
phone companies throughout the world. 
It is the most profitable trencher you'll 
ever own, ask any AUBURN owner... 
he’ll recommend it. 

Write us for literature and the name of 
your nearest AUBURN dealer. 


ANBVRN MAXRHINE WORKS, ING 


2035 South J Street, Auburn, Nebraska, U.S.A. 
Phone: BRidge 4-3141 
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F ITCHBURC CHIPPER 





Give you longer engine life, 
save gas, add safety 


1. EXTRA PROTECTION for your brush 
disposal crew with NEW SAFETY STOP 
SWITCH (now standard at no extra cost), 
Stops chipper within seconds. 


2. GREATER ECONOMY with New 
SOLENOID SWITCH*. Allows operator to 
idle motor between actual brush feed- 
ings from his normal feeding position. 
You save on gas and engine wear. 


TROUBLE-FREE Fitchburg Chippers 
chip tree trimmings fast. Feeding action 
is smooth, positive, because of patented 
spring-activated feed plate. Fitchburg 
Chippers are choice of telephone, power 
and tree service companies, and others. 
Send for free book “Chip Dollars” — 
write Dept. TEM 17 

*optional 


FITCHBURC FNCINEERINC (CORPORATION 








of our salesmen with a “Sales Plan- 
ning Guide” (see page 39) to act as 
a “thought jogger” to help the sales- 
man plan a sales call in advance. This 
is not provided as a crutch that repre- 
sents a “canned sales pitch” but 
rather a guide to help plan and replan 
a sale. 


The Customers’ Reactions 

T IS universally accepted that a 

planned sales program, including 
the sales training, is only as good as 
the on-the-job performances as well 
as the sales results that follow. As a 
means of evaluating our planned sales 
efforts in terms of the customers’ re- 
actions to this effort, we have accum- 
ulated hundreds of letters from satis- 
fied customers. These letters reflect 
in the customers’ own language their 
own reaction to our planned sales 
efforts. We submit that these follow- 
ing excerpts from unsolicited letters 
from our customers provide believ- 
able evidence and proof of the effec- 
tiveness and also the customers’ ac- 
ceptance of our sales organization 
and the planned sales approach: 

From A Mortgage Corpora- 
tion: — “Our new phone system, 
Leich 40, is now completely installed 
and our personnel are all trained to 
use the new system. We are very 
pleased with the new system. 

“In general, we wish to thank you 
and your company for keeping us in 
the best equipment for our needs dur- 
ing the past few years when we have 
been experiencing problems of rapid 
growth.” 

Comments From A_ Seed 
House: — “I want to tell you how 
pleased we are with our new 10A1 
Key Telephone System. When your 
company _ representative first ap- 
proached us, we thought it sounded 
too good, but have found that every- 
thing he told us was true. The sales 
engineering was properly and ade- 
quately done. The installation was 
neat and orderly. Thank you for sell- 
ing us a system that would do the 
job.” 

From A Large Credit Bureau: 
— “I especially wish to comment on 
the excellent work done by your 
salesman, who worked with us from 
the beginning and developed this sys- 
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tem to fit our need. He was tireless 
and patient and seemed to grasp just 
what we were trying to do. For an 
individual who had no _ previous 
knowledge of credit reporting and the 
problems we have, I would say that 
he was uncanny in solving them.” 

A Large Wisconsin Packing 
. Firm Has This To Say: — “Before 
you came to our aid, we were in con- 
stant confusion trying to locate people 
in our plant and when you told us 
what could be done and how simple 
it would be, not even changing one 
phone, we were amazed. 

“This system has saved us many 
man hours and a vast amount of 
money. We are convinced that the 
benefits far outweigh the cost. 

“We want to thank you again for 
the time and wish to extend an invita- 
tion to you to let us know at any 
time of new telephone products which 
you feel will benefit our business.” 

From A_ Hard-To-Convince 
Motel Operator: — “As you know, 
we were hard to convince that the 
installation of a switchboard with ex- 
tensions in our motel rooms was the 
thing for us to do. How we got by 
without giving our guests this com- 
munication service we will never 
know. 

“Our customers have expressed 
real pleasure for the convenience of 
having telephones in our motel rooms. 
Best of all, from our standpoint, our 
business has steadily improved since 
we have provided telephone service 
for our customers. 

“Even though it took awhile to sell 
us on telephones in our rooms, we are 
really happy you had us on your call- 
back list until we were convinced and 
the sale was made. 

“We now feel we are operating a 
real busines and for our part ‘hooray’ 
for our telephones.” 

While these typical favorable cus- 
tomer responses to our planned sales 
program have tremendous signific- 
ance in terms of additional revenue 
and profits they also indicate the 
numerous benefits in terms of im- 
proved public relations that are being 
generated by our sales organization. 

We are convincing our business 
customers, who are among the 
“thought leadeys” in their communi- 








ND WITH Bias! 
9 HP WITCH 
Model M-3T \TRENCHER) 
For Trenching 


BURIED URBAN 
DISTRIBUTION 
SYSTEMS (“BUDS”) 


Utilization of Ditch Witch trenchers 
in the telephone industry has PROVED 
that underground construction of 
outside plant is not only econom- 
ically feasible, but on many jobs 
Ditch Witch actually makes it pos- 
sible to SAVE in relation to overhead 
construction costs. 


Ditch Witch 9 HP M-3T digs 4” to 8” wide, 
0 to 4’ deep. Dual wheels optional. 


CHARLES 


Machine Works, Inc. 
697 Birch St. © Perry, Okla. 


TELEPHONE 
ENGINEERS 


Advanced Communications Engineering is involved in engi- 
neering, management and installation of comprehensive com- 
munications systems on a world wide basis. If your previous 
experience coincides with these current openings, our organi- 
zation can offer you challenging non-routine work, excellent 


salaries, fine benefits, stability and continuous promotional 
opportunities based solely on your abilities and ambition. 
e INSIDE PLANT e OUTSIDE PLANT 


@ CARRIER & MICROWAVE SYSTEMS 
@ TRAFFIC 


Direct your resume in complete confidence to: 
MANAGER OF PERSONNEL 


PACYZUT 
[}CZOMMUNICATIONS 
NGINEERING | 


6038 Twenty Eighth Ave. S.E., Washington, D.C. 


All qualified applicants will receive consideration for employ- 
ment without regard to race, creed, color or national origin. 
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CARRIER 
APPLICATION 
IS POSSIBLE 


with 

WHITNEY BLAKE 
JACKETED-PAIR 
DISTRIBUTION WIRE 


we 
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ATTENUATION db/MILE AT 68°F 


JACKETED-PAIR now makes possible the use of 
carrier equipment as a result of the relatively 
small change and low level of attenuation. For 
example, at 400 kilocycles, the attenuation for 
PE-15 type increases106% from dry to heavy rain 
while JACKETED-PAIR increases only 12% at 

this frequency. 












50 r 
wo} fj} ft oy | 
30 ATTENUATION t 
| 
6 PAIR I9 AWG 
20 DISTRIBUTION WIRE ‘Sm i 8 Gc Geta eer” HEAVY RAIN 
WHITNEY BLAKE COMPANY | PA | 
JACKETED- PAIR | | 
MULTI-PAIR CONSTRUCTION | | | | ||| ss 






—am =" REA PE-I5 (MARCH 1960) 














" 2 4 6 8 10 20 40 60 80 100 200 400 600 1000 
FREQUENCY — KILOCYCLES 
fe: e 
Write for full details er * 
shown in FREE Bulletin T-6 
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NEW HAVEN 14, CONN. 
Telephone CHestnut 8-5515 TWX: NH 84 


YOUR 


ties, that we are vitally interested in 
providing them with hte best solu- 
tions to their communication prob- 
lems. As a result of this, the image 
of the telephone company as a dy- 
namic organization ready and willing 
to serve is very favorably enhanced. 

The training and development of 
personnel is another benefit related 
to a planned sales program. 

Today, almost two years after our 
planned sales program rolled into 
action, it is also interesting to review 
certain results of our program in 
terms of sales productivity. Total an- 
nual revenue for new and additional 
service sold to business customers 
for the year 1960 was in excess of 
$18,000,000. This amount exceeded 
our objective by over 17 per cent. 

Our salesmen made approximately 
350.000 contacts to business custom- 
ers; approximately 300,000 of these 
contacts were made on the customers’ 
premises. Each salesman contacted an 
average of 6.5 customers per aay. In 
addition, the salesmen have been 
regularly demonstrating the benefits 
associated with our customer’s pres- 
ent services and, as a result, they 
have successfully protected existing 
revenues which might have been‘ lost 
because of economy measures taken 
by some of our customers, or because 
of the aggressive selling activities of 
others in the communications busi- 
ness. 

We recognize that the development 
of our sales organization is far from 
completed, for in a company that is 
growing rapidly and constantly add- 
ing new communications equipment 
and service offerings, the job will 
never be finished. Because of this, we 
are always concerned with the plan- 
ning for long-range development and 
results of our sales functions. 

We 
methods whereby we can bring our 
planned sales program into closer 
relationship with our customers’ pres- 
ent and future requirements for com- 
plete modern communications equip- 
ment and services. The accomplish- 
ment. of this objective is often not 
easily realized. It requires consider- 
able marketing and sales skill, and 
most importantly it requires sound 
objective sales planning. 


are continually seeking 
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AIRTRONICS DEPENDABLE PRODUCTS 
FOR MODERN TELEPHONY 





AIRTRONICS Far-end Terminating Set, designed 
to be used in conjunction with the Model 20B Test 
Hybrid, supplies the Far-end terminations required 
for return loss and singing-point tests. 


Generally, two precision networks, 115H and 115AL 
cover the standard cable layouts in exchange plant, 
(the 115H covering 19 and 22 gauge H88 facilities). 


The Far-end Terminating Set consists of a precision 
network, network build-out decades, selector switch 
and jacks, and binding posts to give flexible access 





AIRTRONICS new multi-purpose, Portable Test 
Hybrid Set, Model 20B, makes acceptance, evaluation, 


and capacity balance tests easier, faster . . . locates 
cable opens accurately . . . accommodates standard 
networks. Either Singing-Point or Return Loss tech- 
niques can be applied. Accessories include external 
decade capacitor and variable resistor for use in locat- 
ing opens, for compromise net, etc. Plug-in dial is also 
available. 


to the components. 





Other Airtronic Products 


@ Precision Networks 


WE 115 type 


@ Build Out and 


Terminating Set 
@ Program Equalizers 
@ New — New 

Transmission 


Measuring Set 


Write for complete details 


For complete information 


call or write your nearest Automatic Electric 


representative, or 


Automatic Electric Sales Corporation, Northlake, Illinois. 





AIRTRONICS Pulse Meter is compact, easily 
carried, and plugs into the nearest 115 volt, 
60 cycle ac wall outlet. Developed by tele- 
phone men FOR telephone men, the new 
pulse meter and power supply measures dial 
pulses from 0 to 15 pulses per second and 
percent make from 0 to 100 percent. It will 
accept loop, ground, battery, carrier, and 
polar-duplex pulses. Simple in operation, it 
can be easily carried and used at the test 
board, the telephone instrument repair bench 
— any place in the telephone exchange. For 
that matter, it can easily be moved to the 
actual subscriber instrument if the need arises. 
As an added bonus, the PMVPS-1 also gives 
you a de power supply continuously variable 
from 0 to 300 volts. Use it to check transis- 
tor circuits, vacuum tube circuits, as a stand- 
by power supply — the sky is the limit! 
Best of all, you will be surprised that so 
much can be purchased for such a low price! 


Subsidiary of 





AIRTRONICS standard Artificial 
Lines accurately simulate a loaded 
or non-loaded cable pair of any 
desired length — from 600 to 39,600 
feet.* Multi-position switches afford 
instant control over total length or 
load section lengths, so that coil 
spacings may be set to better than 
1%, or as much as 10%. Common 
irregularities such as bridged taps, 
mixed loading or coils omitted can 
be introduced in a moment. 


*Available with plug-in units for 
either #22 or #24 gauge cable, or 
mixed 22 and 24 gauge. Other com- 
monly used gauges available on spe- 
cial order. 


AUTOMATIC ELECTRIC 


GENERAL TELEPHONE & ELECTRONICS 
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HELP WANTED 








AMBITIOUS MEN — Qualified as station 
installers, equipment installers, cable splic- 
ers, linemen. Work in midwest. Harris 
McBurney Co., Inc., P. O. Box 267, Jack- 
son, Michigan. 





“IMMEDIATE OPENING for a man ex- 
perienced in Commercial survey and fore- 
casting telephone service demand. Salary 
commensurate with experience and qual- 
ifications. Please send detailed resume and 
recent photograph to Box 200, TELE- 
PHONE ENGINEER. All replies strictly 
confidential.” 








FOR SALE 











1 STROMBERG-CARLSON Relay Dial 
Switchboard 100 lines 12 links wired — 
90 lines 11 links equipped 3 loop dial toll 
circuits equipped. For additional informa- 
tion call 427-5194 Fairview, Utah. 





FOR SALE 
Western Electric No. 392 Loud Bells. 
Refinished and tested, with con- 
denser. $6.00 Each. 
Telephone Equipment, Inc. 
Montrose, Michigan 





N.E. CX SWITCHBOARDS 
MODERNIZED WITH 


UNIVERSAL 


Selective Ringing, 2-5 
Numbering, and Intercept 
New Board Guarantee 
Capacities 60 to 200 Lines 
Delivery 90-180 Days 


Telephone Division 
UNIVERSAL CONTROLS, CORP. 


Box 13122 Dallas 20, Tex. 
CHapel 7-3123 











WANTED TO BUY 


TELEPHONES — Any condition. Desk 
stands, wall sets, etc. Advise quantity 
available. Write Box 78, c/o TE&M. 


USE TE&M'S 


Telephone Market 
Place 





TELEPHONE MARKET PLACE 





BELTS-CLIMBERS 





BELTS — CLIMBERS — Complete Line 


men’s equipment, W. M. Bashlin Co., 
Bashlin Bldg., Grove City 1, Pa. 


CAPACITOR STUBS 
BUILDING OUT CAPACITOR STUBS: 
For complete information write Midwec, 
601 So. Jason St., Denver 23, Colo. 
CONSTRUCTION EQUIPMENT 


BORING MACHINES, EARTH — High- 
way Trailer Co., Edgerton, Wisc. 


DECALS 


























DECALS 


Made for trucks and equipment 
Small or large quantities 


Write for free catalog 


MATHEWS COMPANY 


827 S. Harvey Oak Park, Ill. 











POLES 


POLES, Southern Yellow Pine Pressure 
Creosote and Creo-Penta — Piedmont 
Wood Preserving Co., P. O. Box 700 
Augusta, Georgia, Spartanburg, S. C. 


POLES, Southern Yellow Pine — Taylor 
Colquitt Company, 217 Main St., Spar- 
tanburg, S. C, 


POLES, Southern Yellow Pine — Texas 
Creosoting Co., Orange, Texas. 




















DIRECTORY SERVICE 


EVERY MONTH | 


More and More 
Telephone Companies 
use DIRECTORIES 
produced 


by 












Your Inquiry 
Respectfully 
Solicited 


LELAND MAST 
DIRECTORY COMPANY 


1619 GREENWOOD WILMETTE, ILL. 


| 1 Year - 24 Big Issues - $4.00 | 


DIAL REBUILDING 7 


“DIALS” 


Dial Haven Reconditioning 
Service provides expert 



















workmanship plus genuine 
and improved parts to in- 


sure longer life for your 
telephone dials. 
DIAL HAVEN INC. 


P.O. Box 655 Monroe, N.Y. 
Code 914 783-2221 


KELLOGG EQUIPMENT 
FROM “BUCKEYE” 


RELAY BAYS 


(6) Kellogg 200 Line Relay Bays wired to terminal blocks and fuse 
panel. Equipped with 200 lines of #2029-SFY and #2048-SR line & 


cut-off relays (Unused) 


(5) Kellogg 200 Line Universal Line Relay Bays wired to terminal blocks 
and fuse panel. Equipped with 200 Lines of #2093-CEA and #2059- 


CDG (Unused) 


(3) Kellogg 40 Circuit Trunk Relay Bay Ckt. #41886 Two-Way Trunks 
for Universal or Toll Switchboard to C. B. or Magneto Exchange. 
Wired to terminal blocks and fuse panel (Unused) 


JACK AND LAMP STRIPS 


(200) Kellogg #261 or #258 Spring Jacks, 20 Per (Unused) 
(200) Kellogg #25 Lamp Jacks, 20 Per strip (Unused) 
(200) Kellogg #269 Spring Jacks 10 Per Strip (Unused) 
(500) Kellogg #34 Lamp Jacks, 10 Per Strip (Unused) 


REPEATING COILS 


(200) Kellogg #20-A Repeating coils (Unused) 
( 80) Kellogg #21-A Repeating coils (Unused) 


BUCKEYE TELEPHONE & SUPPLY CO. 


1250 KINNEAR RD. 


COLUMBUS 21, OHIO 


488-0655 (Area Code 614) 
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Transmission Measuring Set 
with Oscillator & Phone 





a 
ee \ 

a epee 

eS ~ 


Head Sets & Test Cords 
(all new) 


1. Receiver, W.E. #528, 56 ohm 
res. 260 ohm imp. 11A _ head- 
EN EL LES Se CES $2.50 

2. Receiver, W.E. #716E (HA-2) 
56 ohm 260 ohm imp. 11A head- 
ek ae ee $2.50 
(note: HA-1 or 4 on request) 
see item 4 for cord & plug. 

3. MDF Test Cord—W.E. MDF pro- 
tectors #252A & B tools (jack) 
with 25 ft. 4 cond. cord ....$5.00 

4. Receiver Cord, 6 ft. with #347 
plug & cord tips (cotton) $1.00 

(rubber) 1.25 

5. Test Cord, 1 conductor, tinsel, 
6 ft. with #360A tool each 
Ne ee 25 
(above with 2 #365 clips .50 

6. Terminal Block Test Cord with 
#234, 4 contact tool, 3 cond., 
25 ft. green nylon cord & #310 
I Eh cA conitianoisinonpitiavieinineitodl $5. 

6a. as above with 4 cond. cord & 
#289 plug (cotton) $5, nylon $6. 

6b. as above with 7 contact tool and 
7 cond. cord, spade term ........ $7. 





™-Towards—> Better Transmission and Testing 







NOTE 


Test sets described here are quality 
equipment designed by the U.S. Army 
Signal Corps with the assistance of 


Ose, 500-1000-2500 cycle at 0, 
—20, —40 DB level into 600 ohm 


na | the best men in the industry. 
TMS Range 100 to 10,000 cycle 


Highly trained test men are not re- 


—50 to +15 DBM in % DB steps quired to properly operate this equip- 
from 600 ohm source. ment. 


Phone EE8B Army Field Telephone 
(LB & CB) built-in. 

Complete with 70 page manual and 

full batteries & test leads. 

| 61 (ANPTM 3) new ............$99.50 
slightly used, A-1 


This is post-war material manufac- 
tured in 1952 or later — just released 
and it is fully guaranteed. Each set 
is tested before shipment — fry it at 
our risk. 





Wheatstone Bridge 
slide-wire type (fast) 


L & N slide wire & galvanometer 
quick and accurate DC resistance 
measurements for locating grounds, 
crosses and shorts. 


Has Vacuum tube oscillator for opens 
and capacitance tests at 20 cycle. 


TS 27/TSM, with batteries & manual 


ER $99.50 
slightly used, A-1 ................ 75.00 
TS 27B/TSM, later type, in metal 
case (same features) new ........ $125. 
ESS OU Sie as aS Pee 100. 





Portable Test Phone EE8 


Army field telephone with hand generator & hand- » 
set press-to-talk switch in handset prevents battery 
drain except when transmitter is in use. 


Widely used by construction crews, leading rail- 


roads, linemen, etc. Leather case with shoulder 
strap. 

Brand new, oiled & tested 

Rebuilt, new handset 





reconditioned, A-1 
(all parts available) 





Most Everything for the Inside & Outside Plant 
Fully Guaranteed — Shipped on Approval 


The Telectric Co. 


1218 VENICE BOULEVARD 
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LOS ANGELES 6, CALIFORNIA 
(DDD 213) Richmond 8-2249 































POLES-  CROSSARMS 


RAIL or TRUCK DELIVERY 
Pressure-treated to your specifications. 16 soles 


offices, 34 plonts serving you. See gd P. 
write or call Pittsburgh Ea 1-3300, see 


G) KOPPERS COMPANY, INC, 
Wood Preserving Division 

® 777 Koppers Bidg., Pittsburgh 19, Pa. 

PROTECTIVE EQUIP. 

PROTECTIVE EQUIPMENT — Reliable 

Electric Company, 11333 Addison St., 

Franklin Park, Ill. 
TELEPHONE EQUIPMENT _ 





KIT OF TOOLS 
FOR ADJUSTING 
All Types OF RELAYS 





18 HIGH QUALITY 5 
NEUSES TOOLS in Vinyi Case 
Everything you need — Thickness Gauges; 
Spring Tension Gauge; Contact Burnisher; 
“Relay designed” Wrenches. 

Send For Catalog 

P. K. NEUSES, INC. 
511-21 N. Dwyer St., Arlington Heights, Ill. 













UNIVERSAL 
FITTING 
with 
LEXIDUCT 


Solves All 
Over-the-Floor fais ina tae a 
gas , a ° ’ 

Duct and we! oar Are 





Part No. 
345 











4-way, 

Problems input, terminal box, 
— junction box or in 
combinations. Other tees, 
ells and risers available. 
WINDERS & GEIST, INC. 


2219 Ne. Cotner Bivd. Lincoln 5, Nebreske 











If you do not receive your per- 


sonal copy of each issue of TELE- 
PHONE ENGINEER & MANAGE- 
MENT, why not enter your Per- 


sonal Subscription sent to your 


home or office? 


1 Year - 24 Big Issues - $4.00 
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PROFESSIONAL SERVICES 


ALLEN K. HAMILTON 


CONSULTANTS - 


PROFESSIONAL SERVICES 


INC. 


ASSOCIATES, 


SYSTEMS ENGINEERS 


GENERAL ENGINEERS 


1 £elelel-pegeles emi Si, fei i: | 


PROFESSIONAL ENGINEERING 
AND CONSTRUCT:ON SERVICES 


Plant Construction Crews @ Installer Repairmen 
Cable Splicers 


CENTRAL OFFICE INSTALLATION 


Complete central office routines, tests & adjust- 
ments, carrier installations, tests & alignments, 
key system installations 


HENKELS & McCOY 


PHILADELPHIA 


1800 Johnson St. Elkhart, Ind, 
Atlanta, Ka. TR 5-2769 St. Johns, Mich. 


COngress 4-112! 


a CA 4-4175 
Ashland, Ohio 3-7543 St. James, Mien. 482 
Bloomington, tl. 5-7717 Durham, N.C. 7-1316 
Lebanon, Ky. 660 Wausau, Wis. 2.2356 


Victorville, Calif. 5-9012 
PERFORMANCE Has Built Our Business 











TUDOR AND YAGER 
INC. 
TELEPHONE CONSTRUCTION 


TIPTON, INDIANA 
Phone OSborne 5-2267 








McGRATH 
ENGINEERING, 
Consulting Engineers 


209 West 6th Street 
TOPEKA, KANSAS 


Telephone CEntral 2-2358 


INC. 


CARL C. CRANE, INC. 
Consulting Engineers 
121 S. Pickney Street, Madison 1, Wisc. 
Telephone Alpine 6-0247 











SLOAN, COOK & LOWE 


Consulting Engineers 
Appraisals — Original Cost Studies 
Toll Separations — Plant, Traffic 
and Commercial Engineering 
176 West Adams St. FRanklin 2-5924 
Chicago 3, Ill. 


Davis 


UTTERLY 
PLANT 
CONSTRUCTION 


Construction (o. 


Missouri 


45 North Clark Street @ Sullivan, 











TELEPHONE FEocrat G-2400 


Communication Systems, Electric Transmis- 
sion and Distribution Systems 
ASSOCIATED ENGINEERS, INC. 
CONSULTING ENGINEERS 
1127 Alderson Ave. 

Billings, Montana 
TEL. 2-4113 





INSPECTION SERVICE 
“AT TIMBER TREATING PLANTS” 

Of poles, crossarms, and preservative 
treatments. Analysis of wood preservatives 
Consultation and spec'fication writing 
A. W. WILLIAMS INSPECTION CO., INC. 


MOBILE, ALABAMA 
New York St. Louis Portland 


Inspectors stationed throughout the U.S.A. 


C. D. EHINGER, P. E. 


Consulting Engineer 
Telephone Utilities 


Mail Address: 
639 W. Madison 
Decatur, Indiana 











UTILITY TOOL * 
& BODY CO. ° 4 









“Looks like we’ve finally hit on a 
method of reducing out-going calls!” 
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STROMBERG-CARLSON 


Transmitter 


NEWS AND VIEWS OF INDEPENDENT TELEPHONY 





VOLUME 10, NO. 4 Published by the Telecommunication Division of General Dynamics Electronics JULY, 1961 























Texas telephone men got the picture on Stromberg- 
Carlson carrier maintenance and operation at 
Athens classes. Forty representatives from Inde- 
pendent telephone companies attended the 
school there. 


Carrier schools 
held at Athens 


and Dallas, Tex. 





Learning more about carrier and the 
job it does was the goal of Texas tele- 
phone men at the recent carrier 
training sessions held in Athens and 
Dallas, Tex. The classes covered all 
phases of carrier including basic 
theory, operation, and maintenance 
of Stromberg-Carlson 561 and 565 
Carrie1 

The sessions were two of several 
planned at various cities in the 
Kansas City territory. Classes are also 





being conducted in other areas where 
Instructors kept interest high at Dallas a sufficient number of Independent 
by combining carrier theory in proper 


amounts with practical work. personnel can attend. 


Concentration — Bill Riley, sales engineer, right, tosses 
tough carrier problem at Charley Fogg, left. Other ‘‘stu- 

dents” watch attentively as Charley works out the 
; correct solution. 





Classes at Athens were held in conference rooms of Gulf States Telephone 
Company. Each man completing the 2!2-day course was awarded a 
certificate signifying his achievement. 










Chisago City, Minn. — Summer’s most popular 
activity. Last summer, when visiting the fine 
exchanges at Chisago City and Lindstrom, we 
found this group of Mr. Greene’s customers at a 
neighboring table in beautiful St. Croix Park. All 
were enthusiastic about their excellent service. 





Jefferson, lowa — First girl graduate 
of the XY Training School, Lavola 
Earhart is wire chief of the Dau- 
bendieks’ principal dial office. One 
of the few girls who have made it 
to the top in a man’s domain, Lavola 
runs a switchroom which is a model 
of efficiency. 





Madison Wisc. — Engineer Carl Crane (standing) 
opens bids for 17 exchanges of North-West Tele- 
phone Company. Seated (left) is Harris Allen, 
president; next to Mr. Crane is August Stein- 
hart, general manager. 









/ e 
Its summer again 


Camera turns toward 


The people and the scenes shown here 
are more typical than particular: 


change the names, and you have In- 


Des Moines, lowa — While sales representative 
Jeff Fairly covers the state, and wife Beverly 
stays near telephone, Blaine and Julia Fairly give 
their cat “George” an airplane ride in the 
cool comfort of the basement. 


in 


dependent telephone folk anywhere, 
any year. Summertime sees billions 
of hot dogs eaten, millions of bushels 
of wheat harvested, thousands of fam- 
ilies relaxing at lake or stream, hun- 
dreds of new XY® Dial offices placed 
service. 1961 will be the same, 
with the old motto “Make no little 
plans” more true than ever. 

In the never-easy task of selection, 
your editor has tried to assemble a 
group of photos meeting the requisite 
of variety, with a promise of other 
places and faces to follow: 





Exeland, Wisc. — Douglas Preston, son of Con- 
rad Preston of Weyerhauser, learned much 
about XY Dial during installation of the three 
exchanges serving this northern Wisconsin area; 
he recently graduated from XY School. 





Pequot Lakes, Minn. — Standing by the shore of 
one of their greatest assets, Gilroy Arvig (right), 
president, and Jim Brunes, plant manager, won- 
der how best to serve this resort on beautiful 
Whitefish Lake — one of dozens in area. 
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Hastings, Mich. — Lockwood Working (left), ex- 
change repair foreman, and Russell Warner, plant 
chief for lonia district, extended welcome of the 
Michigan Bell Telephone Company to this 5,000- 
station exchange southeast of Grand Rapids. 


Lehigh, lowa — Just north of the town where 
Mr. A. Q. Eslick runs a fine new telephone sys- 
tem is cool, green Dolliver State Park. In 
crossing a ford we temporarily disturbed these 
Lorelei maidens — but not for long. 
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the upper Midwest 
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Tyler, Minn. — Paul and Milda Feldtmose are typical of the husband-wife teams that 
operate medium-sized offices. Tyler is now owned by Minnesota Central Telephone 
Co., of which Mr. ki. L. Erickson is president, but which is operated separately. 
Kellogg, lowa — Jay Autin finished the conversion of Kellogg to Stromberg-Carlson dial 
early this year. Last summer we found him discussing building details with contractor. 


Wellman, lowa — Embracing toil as the em- 
blem of dignity, Mennonites of this area 
operate some of the country’s most produc- 
tive farms. Gene Eash serves the town through 
a new XY Dia! office recently cut into service. 








Phillips, Wise. — Karl Mess and his sister, 
Phyllis Taylor, at family camp on one of the 
several lakes that make this town a vacation- 
er’s paradise. Bob Mess is president, Karl the 
secretary of Price County Telephone Co. 
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St. James, Minn. — Dorothy Stradtman, daugh- 
ter of telephone company manager, works in 
business office during vacations from college. 
In 1960 she was chosen to represent this area 
in the state-wide “Miss America” contest. 





Monroe, Wisc. — Miss Margaret Burgi (seated) 
is president and manager of the United Tele- 
phone Company. With her sister, Miss Nell 
Burgi, she is looking over plans for the 
new office, soon to be in use. 


STROMBERG-CARLSON 
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Hanska, Minn. — “Some day this will be my 
job.” Errol Hanson likes to be with his dad, 
Wesley Hanson, whether out on the lines 
or in the dial switchroom. This is a small but 
Progressive town of Scandinavian heritage. 





Newton, lowa — Mr. and Mrs. L. E. Travis. 
Mr. Travis, president of the United Telephone 
Company of lowa, has always loved to create 
electrical gadgets as a hobby. Another chosen 
pleasure is to call on the mayor of each of 
the 45 towns served several times each year. 


Wallace, Mich. — L. G. Matthews (right) and 
E. F. Saxton of C. B. Wright Engineering Co. 
look over installer’s progress in new dial 
office of Upper Peninsular Telephone Com- 
pany. Several other sma)l towns are combined 
to make a workable system. 












United Utilities continues progress 


Continuing its program of excellent 
service, United Utilities, Inc., has ex- 
tended its dial and DDD program in 
Pennsylvania and New Jersey. Re- 
ceiving the new services were resi- 
dents of Bedford, Littlestown, Everett, 
Beech Creek, and Mill Hall, Pa., and 
High Bridge, N. J. 

More than 12,000 subscribers bene- 
fited from the service improvement, 
one of several in recent months by the 
company. 

The XY Toll Ticketing installation 
at Bedford will serve a number of 
area towns through its remote offices. 
In all, 31 communities are enjoying 
XY Toll Ticketing service through 
the facilities of the United Telephone 
Company of Pennsylvania. 


Main frame takes shape at Littlestown in 
skillful hands of installers J. W. Dukeminier 
and Mel Trombley. 


N. J., Pa. residents benefit as 





“It’s ready to go.” So proclaims James Free, cutover director, 
left, after checking results of routine test on tape perforator 
at Bedford, Pa., DDD installation. Confirming his judgment 
are William Hagstrom, district manager, and technicians 
Archie Bennett and Clay Leydig. 


the offices erected by the United Telephone Co. of Pa. 











C. P. Kirby, vice-president and general manager 
of New Jersey Telephone Co., gives his per- 
sonal approval of XY Dial conversion at High 
Bridge, N. J. 


(Right) Out they come. An important part of 
the High Bridge cutover was pick-pulling from 
line-finder bays, handled efficiently here by 
(from the top) Robert Stover, equipment super- 
intendent; J. G. Siemons, general plant man- 
ager; Robert Makibbin, plant superintendent; 
and, right, Peter Mitchell. 


Dr. Howard Stonesifer, pioneer telephone 
man, was honored with first call over 
Littlestown system. Sharing his enthusiasm 
is S. L. Smith, district manager of United 
Telephone Co. of Pa. 
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Built to last. Like the XY Dial equipment inside, this telephone 
building at Littlestown is trim and sturdy. This is typical of 
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511 Multiplex equipment is tested prior to ship- 
} ment at Rochester, N. Y., plant of #1 Inde- 
j pendent multiplex supplier. Layout of the Santa 
Fe system permits full use of existing equipment 
when the system is expanded eastward. 
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VICTORVILLE SAN BERNADINO 


Some specialized applications 


1. Multiplex for the Santa Fe Railroad 


The first quarter of a proposed Los 
Angeles to Chicago communications 
network for the Atchison, Topeka & 
Santa Fe Railroad is now taking 
form. Scheduled for completion in 
1962, this first leg will stretch east- 
ward to Winslow, Arizona. 

The flexible will handle 
voice transmission and signaling to 
speed the flow of traffic over the rail- 
road’s extensive transportation facil- 
ity. Stromberg-Carlson 511 Multiplex 
equipment is standard for this por- 
tion of the system. 


system 


In all, 100 channels of 511 will serve 
the Los Angeles-Winslow link. The 
system has been completely prewired 
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2. Dial PBX for Chicago Fire Academy 


A modern, well-equipped fire acad- 
emy is providing the city of Chicago 
with some of the best-trained firemen 
in the world. The new two-million- 
dollar school offers facilities to com- 
pletely train more than 200 fire- 
fighters at one time. 

Conditioned by years of fire-fight- 
ing experience, academy administra- 
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for standard Stromberg-Carlson communications 


at the factory, and additional chan- 
nels can be placed in service simply 
by equipping as needed. 

A number of Stromberg-Carlson 
translators, including the 904 trans- 
lator, are employed in the system. 
The 904 extends the system to 240 
channels. By maximum use of the 
translators, Santa Fe communications 
men have shifted frequency bands at 
five repeater points in order to make 
full use of available band width. The 
inherent flexibility of the 511 equip- 
ment permits dropping and reinsert- 
with maximum 


ing of channels 


economy. 


Diagram of the Los Angeles-Winslow portion of system 
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The Chicago fire academy stands on the site 
of the famous “O’Leary cow” fire in 1871. 
The academy is composed of three fireproof 
structures. (Right) Installation of the Strom- 
berg-Carlson PBX was supervised by Dick 
Davidson, service engineer, center. Working 
with Dick were City of Chicago installers, 
Chuck Smith and Joe Haberkom. 


tors were well aware of the value of 
reliability in their equipment. They 
selected a Stromberg-Carlson Dial 





PBX to provide communications for 





the academy and associated offices. 


oo” 






Advertisement 








United Utilities continues progress 


Continuing its program of excellent 
service, United Utilities, Inc., has ex- 
tended its dial and DDD program in 
Pennsylvania and New Jersey. Re- 
ceiving the new services were resi- 
dents of Bedford, Littlestown, Everett, 
Beech Creek, and Mill Hall, Pa., and 
High Bridge, N. J. 

More than 12.000 subscribers bene- 
fited from the service improvement, 
one of several in recent months by the 
company. 

The XY Toll Ticketing installation 
at Bedford will serve a number of 
area towns through its remote offices. 
In all, 31 communities are enjoying 
XY Toll Ticketing service through 
the facilities of the United Telephone 
Company of Pennsylvania. 


Main frame takes shape at Littlestown in 
skillful hands of installers J. W. Dukeminier 
and Mel Trombley. 


N. J, Pa. residents benefit as 





“It’s ready to go.” So proclaims James Free, cutover director, 
left, after checking results of routine test on tape perforator 
at Bedford, Pa., DDD installation. Confirming his judgment 
are William Hagstrom, district manager, and technicians 
Archie Bennett and Clay Leydig. 
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C. P. Kirby, vice-president and general manager 
of New Jersey Telephone Co., gives his per- 
sonal approval of XY Dial conversion at High 
Bridge, N. J. 


(Right) Out they come. An important part of 
the High Bridge cutover was pick-pulling from 
line-finder bays, handled efficiently here by 
(from the top) Robert Stover, equipment super- 
intendent; J. G. Siemons, general plant man- 
ager; Robert Makibbin, plant superintendent; 
and, right, Peter Mitchell. 


Dr. Howard Stonesifer, pioneer telephone 
man, was honored with first call over 
Littlestown system. Sharing his enthusiasm 
is S$. L. Smith, district manager of United 
Telephone Co. of Pa. 
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Built to last. Like the XY Dial equipment inside, this telephone 
building at Littlestown is trim and sturdy. This is typical of 
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511 Multiplex equipment is tested prior to ship- 
a ment at Rochester, N. Y., plant of #1 Inde- 
pendent multiplex supplier. Layout of the Santa 
Fe system permits full use of existing equipment 
when the system is expanded eastward. 


Diagram of the Los Angeles-Winslow portion of system 
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Some specialized applications 


for standard Stromberg-Carlson communications 


1. Multiplex for the Santa Fe Railroad 


The first quarter of a proposed Los 
Angeles to Chicago communications 
network for the Atchison, Topeka & 
Santa Fe Railroad is now taking 
form. Scheduled for completion in 
1962, this first leg will stretch east- 
ward to Winslow, Arizona. 

The flexible will 
voice transmission and signaling to 
speed the flow of traffic over the rail- 
road’s extensive transportation facil- 
ity. Stromberg-Carlson 511 Multiplex 
equipment is standard for this por- 
tion of the system. 


system handle 


In all, 100 channels of 511 will serve 
the Los Angeles-Winslow link. The 
system has been completely prewired 
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2. Dial PBX for Chicago Fire Academy 
—— 


A modern, well-equipped fire acad- 
emy is providing the city of Chicago 
with some of the best-trained firemen 


in the world. The new two-million- 


| dollar school offers facilities to com- 
| pletely train more than 200 fire- 
fighters at one time. 


Conditioned by years of fire-fight- 
ing experience, academy administra- 
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The Chicago fire academy stands on the site 
of the famous “O’Leary cow” fire in 1871. 
The academy is composed of three fireproof 
structures. (Right) Installation of the Strom- 
berg-Carlson PBX was supervised by Dick 
Davidson, service engineer, center. Working 
with Dick were City of Chicago installers, 
Chuck Smith and Joe Haberkom. 


tors were well aware of the value of 
reliability in their equipment. They 
selected a Stromberg-Carlson Dial 
PBX to provide communications for 


the academy and associated offices. 
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Poteau, Okla., and Morton, Wash., 


complete networks with XY Dial 


Two more Independents have com- 
pleted their dial networks with the 
recent installation of XY Dial at their 
headquarters offices. The Holt Tele- 
phone Company reached its goal by 
conversion of the Poteau, Oklahoma, 
office. The 
Company added the Morton, Wash- 
ington, office to its other four XY 
Dial installations. 

Poteau, which has a five-position 
#3 Toll Board. will serve as the toll 
center for Wister and Heavener. Ross 
Holt, manager of the Holt Telephone 


Evergreen Telephone 


Company, is carrying on a family 





George Kertsen, engineer of the Evergreen Telephone Co., runs a 
trunk test on the #3 Toll Board . . . Playing host to an interested 
guest, Stan Redfern, manager of Rose Valley Telephone “Company, 
Scappose, Ore., left, were Norman Howerton, president, Dr. Niece, 


f YDS ORIN. 2 Rm 


pe aes 


Ross Holt is in complete 
command of the situa- 
tion as Poteau office ap- 
proaches cutover. 





Transmitter 


GEORGE B. FORBES, Editor 
J.T. LONG, Associate 


BXY Trademark registered 


tradition with this latest service im- 
provement. His father, John W. Holt, 
and several brothers have done excel- 
lent jobs of serving subscribers in 
Oklahoma and Missouri. 

George Case, manager of the Ever- 
green Telephone Company, believes 
in moving rapidly. All five of his 
offices have been converted this year. 
The 250-line Morton office, with a 
three-position toll board, is the largest 
of the group. The company serves 
1200 subscribers in the 


more than 


southwest part of Washington. 


time nears. 
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Cutover day at Poteau was a busy and excit- 
ing one for these men. John Holt, manager 
of the Stillwell (Okia.) Telephone Company 
and son Jack, piant superintendent, joined 
Fred Fairly, Kansas City branch manager, and 
Bill Riley, sales engineer, in celebrating the 
occasion. The Poteau office will serve as a 
toll center for Wister and Heavener, Okla. 





director, and Paul Wenstrom, engineer, all of Evergreen Tel. . . . 
“Everything checks out,’ says manager George Case as cutover 
The cutover at Morton marked the fifth XY Dia! 
conversion by Evergreen Telephone Co. 


this year. 


XY Dial to serve nine Philippine bases 


A total of 4,200 lines of XY Dial 
equipment will soon be serving U. S 
military installations in the Philippine 
Islands. The contract for the Strom- 
berg-Carlson switching equipment 
was awarded to the Telecommunica- 
tion Division by the U. S. Army 
Signal Supply Agency. 

The equipment will be used at nine 


GENERAL DYNAMICS 
TELECOMMUNICATION DIVISION e 100 Carlson Road, Rochester 3, New York 


installations that vary in size from 
200 to 1,200 lines. 

Military bases where XY Dial will 
be installed include Ft. McKinley, Ft. 
Magsaysay, Ft. Abad, Camp Murphy. 
Camp Lapu-Lapu, Camp Evangelista. 
Camp Tanay, Camp Kibaritan and 
Camp Vicente Lim. 
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By JOHN G. 


“We're On Our Way” 
HE magazine “Service,” published 
by and for the employes of the 

Kansas Power & Light Co., 


“If you are an average American 


says: 


wage earner or business man, you 
work for yourself and your family 
from January through August . . . so 
you are working for yourself eight 
months of the year and for govern- 
ment four months. 

“Economists say a free society is in 
danger when government takes 20 to 
25 per cent of its wealth. With gov- 
ernment in the United States costing 
30 per cent of everything we earn, 
we are already past that danger mark, 
and the burden of taxation continues 
to mount. 

“Tragically enough, many of us 
who are most violently opposed to 
Socialism are unwittingly aiding and 
abetting those whose admitted ob- 
jective is to bring about its adoption 
in this country. We do it by demand- 
ing from various levels of government 
more and more benefits and services 
which we can and should provide 
for ourselves. We do it by asking the 
Federal government to do things for 
better and 


us which can be done 


cheaper by local or state government. 

“To prevent confiscation by gov- 
ernment of an excessive portion of 
what we earn we must: Actively sup- 
port officials who are opposed to put- 
ting government into areas and activ- 
ities that belong to the people... . 
activities which are not only vast and 
expensive but which inevitably de- 
prive the people of their rights and 


FREEDOMS.” 


Stopping The Clock 
ATIONAL Review says: 


all economists, from orthodox to 


“Almost 


Keynesian, support the President’s 
announced intention to revise depre- 
ciation rules as one method for step- 
ping up the economy’s zrowth, lower- 
ing costs, and thus improving our 
position on the world market. But 


action is being stymied by sharp op- 
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THE BACK OF THE BOOK 


REYNOLDS 
position from the AFL-CIO. The 
labor leadership, after long hesitation 
over the issue, has taken its negative 
stand. A faster rate of depreciation, 
argues the AFL-CIO correctly, will 
speed up automation; and by displac- 
ing workers will result, it continues 
incorrectly, in still further unemploy- 
ment beyond the already uncomfort- 
able level. Just such was the reason- 
ing of their grandfathers when Henry 
Ford set up the first assembly line; 
and of their grandfathers’ grandfath- 
ers when they smashed the first spin- 
ning jennies in Manchester.” 

The unions are attempting to turn 
back the clock or, at the least, to stop 
it where it is. Had that policy pre- 
vailed in past generations and past 
centuries, the working week would 
be 70 or 80 hours and the prevailing 
wage would provide the barest kind 
of subsistence. The enormously in- 
creased material welfare of labor has 
come from increased productivity - 
which simply means that machines 
have taken over from human muscle. 
Automation is a new word, but it 






does not express a new idea. It is 
simply a continuation of the techno- 
logical advance that began with the 
steam engine. 


As automation progresses there 
will be dislocations of labor. The 


burden of this can be greatly eased 
by intelligent cooperation between in- 
dustry, the unions, and the govern- 
ment. The long-run result will be 
more jobs, better jobs, and improved 


living and working standards for all. 


New Handbook For 
Managers & Plantmen 
HANKS to many readers for writ- 
ing us regarding TE&M’s new 
“Telephone Handbook For Managers 
and Plantmen.” Looks like we have 
a “best seller” and we’re happy about 
it! The handbook is the first of a new 
of for 


members of the telephone industry, 


series reference handbooks 
featuring selected reprints of articles 
from regular issues of TELEPHONE 
ENGINEER & MANAGEMENT. The 
116-page book presents articles dis- 
cussing: Aerial Cable; Underground 
Cable; Plant 
Maintenance; Pole Lines; Rural Dis- 


Station Installations; 


tribution Wire; and Telephone Serv- 
ice. (See order blank on page 79). 
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Low-cost, speedy installation « Less maintenance 





COLOR-CODING STRIPE of mono- 
filament polyethylene, inlaid* 
permanently in conductor in- 
sulation, will not weather off, 
flake off, scratch off or absorb 
moisture. 


*Patent applied for 
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Defies the 


Weatbher! 


ALL-WEATHER CORE permits splicing or terminating without the need 
of restoring jacket. Constant exposure to weather does not affect 
physical or electrical characteristics. 


— 
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* High-strength galvanized steel integrated messenger 
¢ High-density black polyethylene conductor insulation 
e Permanent, inlaid color-coding stripe identifies pairs 
e Tough, polyethylene jacket extruded overall 

e 19-gauge soft-drawn copper conductors 

e No special installation hardware 


Order Superior IM-RDW for subscriber line use or for the 
distribution of subscriber circuits from a main cable lead. 
Available one through eighteen pairs. 







Write for complete details to 


SUPERIOR CABLE 


Superior Cable Corporation + Hickory, North Carolina 92 












Let our “Revenue Men” 


TURN YOUR DIRECTORY 


Take a man like 
Earl Barnes 


Earl is one of our “Revenue Men” in 
Michigan City, Indiana. 


He’s another outstanding example of 
the responsible, civic-minded men we 
have serving you. Earl is a member of 
the American Legion and the Elks. The 
United Fund, P.T.A. and his churchalso 
benefit from his active participation. 


Fact is, he has always been in the 
center of activity. In high school it was 
the football team, Glee Club, Drama 
Club and Speech Club. After gradua- 
tion, he completed business school 
and, in 1942, joined the U.S. Coast 
Guard. 


When he returned to civilian life, Earl 
earned his B.S. degree, then went to 
work for an automobile company, and 
later became sales manager of an 
auto dealership. 


In 1958, he joined General Telephone 
Directory Company as a sales repre- 
sentative in our Michigan City unit. A 
short time later, he became Sales 
Supervisor of that unit. 


Men like Earl Barnes are an asset to 
any community. It’s a common trait of 
the “Revenue Men” who work for the 
General Telephone Directory Com- 
pany—and for you. 





PROBLEMS INTO 
PROFITS 


Our Directory “Revenue Men” provide the Indé- 
pendent Telephone Industry with a flexible and 
highly skilled telephone directory organization. 
These men—working out of 35 strategic locations 
—are experienced specialists, trained to give you 
complete and quality directory service. 


They act as telephone company representatives 
in their day-to-day contacts with your customers, 
not only selling and supervising the sale of Yellow 
Pages advertising—but also acting as public rela- 
tions representatives for you in their dealings 
with the public. 


Thoroughly trained to know any condition that 
pertains to telephone service, they’re experienced 
hands at helping large and small Independent 
Telephone Companies “take the kinks out of 
knotty directory problems!” 


Write or phone our office nearest you for our 
Complete Directory Service Plan. 


GENERAL TELEPHONE 


DIRECTORY COMPANY 


Find It Fast 
in The 


Yellow Pages 






1800 Oakton Boulevard 
Des Plaines, Illinois 
VAnderbilt 7-6111 







DIVISION OFFICES: 
Bloomington, Illinois « Columbia, Mo. ¢ Durham, N.C. ¢ Erie, Pa. 
Fort Wayne, Ind. ¢ Honolulu, H.!. * Lexington, Ky. « Long Beach, Calif. 
Madison, Wis. ¢ Manila, P.1. ¢ Muskegon, Mich. ¢ St. Paul, Minn. 
San Angelo, Tex. ¢ San Francisco, Calif. «© Spokane, Wash. 
St. Petersburg, Fla. 








